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When shoppers just glance and pass on 


AKE every show case and 

wall case in your store a sales 

case with attractive display and good 

light. Take every table and wall 

space within view of your shoppers 

out of the Twilight Zone* and make 
them sell goods for you. 


If shoppers just roam around, buy- 
ing little or nothing, you are letting 
slip valuable opportunities to arrest 
their attention, capture their inter- 
est, and make them want to buy— 
because you are not using the force- 
ful selling power of modern scien- 
tific lighting methods. 


You may think your lighting is “all 
right” or “good enough,” but yori 
may be wrong. Twilight Zones* 


are so deceiving that you should lose 


TWILIGHT ZONE 


The deceptive half-light be- 
tween obvious darkness and 
adequate illumination. 


no time finding out for certain 
whether they are present in your 


store. 


Make This Simple Test 


Go, with a phone book, to the 
places where your clerks and cus- 
tomers stand. Now open the phone 
book at random. Does every word 
stand out sharp, clear ; can you read 
any name, address and phone num- 
ber rapidly and with perfect ease? 
You should be able to do so readily 
—for the telephone book is scientifi- 
cally designed for perfect legibility 
under proper light. So, if you can’t 
read it easily—if you have to slow 
up, squint or draw the book closer to 
your face—your men are not get- 
ting enough light to wait on cus- 








tomers fast—and your customers 
are not getting enough light to see 
how good your merchandise really 
is. Eyestrain, headaches, fatigue. 
lost time and lost customers, all the 
hazards of the Twilight Zone* are 


at work hamstringing your profits. 


Rid yourself of Twilight Zones*. 
Make light make you money, not 
cost you money. Place lighting in 


your store on a scientific basis. 


Send For Free Bulletins 


Write to the Commercial Engineering 
Department, Bureau 32, Westinghouse 
Lamp Company, 150 Broadway, New 
York City, and we shall be 

glad to send you free bulle- WwW 

tins explaining correct types GE 


of illumination. 
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HOW LONG .. 
By SOL FISHER 
Page 4 

“What can the displayman do for the national adver- 
tiser who desires a window better than an ordinary crepe 
paper dislay, and yet at a small increase in cost? - 
What can the national advertiser do for the retailer, who, 
because of store location, demands and requires a window 
without crepe paper, a window that is richer appearing than 
‘crepe paper and yet carries out the general color scheme 
of the national advertiser?” . . Mr. Fisher presents a 
plea for new installation techniques, and we believe you 
will agree with his findings. 


SPOT ADVERTISING 
By FREDERICK L. WERTZ 
Page 8 

“Waste circulation is perhaps one of the most costly 
items with which an advertiser has to deal. He may run 
his advertisement in a magazine that goes to a thousand 
cities, while his product is on sale in only five hundred 
of those cities. What does it profit a man to deliver 
his selling message to people who cannot purchase his prod- 
uct because there are no stores in the territory carrying, his 
product for sale?” . . These are but two phases of 
modern installation circulation discussed by Mr. Wertz in 
“Spot Advertising.” It will profit every installation man 
and national advertiser to read “Spot Advertising” many 
times. 


FOR CONSUMER ACCEPTANCE 
By GEO. A. SMITH 
Page 10 

“Most dealer display helps are a jumbled up mess of 
meaningless cut-outs, cards, panels, circles and what-nots, 
plastered with the history of the product, a story that in 
itself requires from two to three minutes to read—and no 
progressive customer will spend that much time in front of 
a display reading copy unless their time is their own.” 
. . . What can we do about this “fault” of most dealer 
display helps? We believe “George” has some mighty good 
ideas. . . (Why not let “George” do that next display ?) 


BEFORE? 


THRU WINDOW ADVERTISING 
By EDW. J. STEFAN 
Page 18 

“Window advertising is past the experimental stage. It 
is a tried and proved method of getting results—but to get 
the best results, it requires intelligent planning, expert 
supervision and knowledge of local conditions, which can 
only be learned through daily contact with the ‘<eeGe 6, o) 
And Stefan, Inc., is proving that there is such a thing as 
“seven-day showings” and dealer cooperation. 
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OUR NEXT ISSUE 
I. A.D. M. EXPLOITATION 


Space will not permit a complete listing of the many 
important articles appearing in the special I. A. D. M. 
Exloitation number of DISPLAY WORLD—our June issue. 
We know you will enjoy: 

SPRING COMES TO PORTLAND 

By MALCOLM TENNENT 

ITINERANT DISPLAYS “GO PLACES—DO THINGS” 
By W. L. STENSGAARD 

COAXING BUYING INCLINATIONS 

By CLEMENT KIEFFER 
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Fir Plywood makes damage 


HIS smartly modern win- 
dow suggests a variety of 
display elements that last 
longer when made with split- 
proof, warp-resistant Douglas 


Fir Plywood. 


For not only is this new dis- 
play material the strongest you 
this 
photograph demonstrates — it 
is by long odds the most ver- 
satile. In fact, you'll find it 
ideal for all sorts of store fix- 
tures, too — cabinets, bulletin boards, fitting rooms, etc. 
Yet these giant, satin-smooth panels — as large as 4 ft. 
x 8 ft. (or even larger on special order) — cost no 


can use, but also — as 


more per surface foot than ordinary lumber. And 
they minimize carpentry, eliminate much bracing, and 
can be salvaged for re-use! 


Mail the coupon for free sample and special Display 
Construction Bulletin! 


SCREENS: Each was cut from a 

single 1/2” Fir Plywood panel, 
and braced simply with blocks — 
quickly built, lightweight, rigid, in- 
expensive, 


MODERNISTIC STAND: The 
crack-proof strength of this light- 





$5000 for IDEAS! 


Not a contest, but an outright purchase offer 
for practical designs using Douglas Fir Plywood. 
$25.00 for every “‘idea sketch’’ we can use! For 
details, see our advertisement in the March or 
April issue of Display World —or write to 
Douglas Fir Plywood Manufacturers, Dept. 
532-M, Sixth Floor, Skinner Bldg., Seattle, Wash. 


REAL - 


DISPLAY 






LUMBER 


ro ngineered for greater 
size and strength 


WORLD 


May, 1932 


jobs in this one window that 






woof! 








weight, fragile-looking stand, with unsupported -shelves, is pos- 
sible only with Fir Plywood. Stem, 1/2” with 1/4” overlays; 
shelves, 1/2”; base, 1-3/16”. 


SMALL MODERNISTIC UNITS: Made inexpensively with 
1/4” or 3/8” Fir Plywood, many-purpose units like these 
stand years of service without cracking or warping. 


4 ARCH: This smart fixture, giving the effect of expensive 

metalwork, was quickly sawed from 1-3/16” Fir Plywood — 
and the “waste” used in other displays. It is typical of the extra- 
ordinary strength of Douglas Fir Plywood cut-outs. 


CURVED STAND: The 1/4” Fir Plywood surfaces, easily 

curved and anchored to a band-sawed frame, will never crack 
or warp. Accidental impacts will not damage the rigid 1/2” ply- 
wood shelving. 


WALLS AND CEILINGS: With the new 1/4” Douglas Fir 

Plywood Wallboard, which iakes any finish, you can trans- 
form the whole background of a window — inexpensively. It 
will not crack, crumble, sag or swell, and is salvageable. 


DOUGLAS FIR 


DOUGLAS FIR PLYWOOD MFRS., Dept. 532-M, 
Sixth Floor, Skinner Building, Seattle, Washington. 


Gentlemen: Please send me sample of Douglas Fir Plywood, and 
your special Construction Bulletin featuring window and store 
fixtures, both free. 


Name. 





Address 
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Four Steps to 
Beauty 


A Story of the New ‘“Pond’s’” Display 
Featuring Cold Cream, Cleansing Tis- 
sues, Skin Freshener and Vanishing Cream 





Tue new Pond’s “4 Steps to Beauty Display” strikes a most 
needed note in present-day merchandising, for it will definitely 
assist the dealer in attracting the quality buyers, the bigger 
purchasers, into the store. Its appeal is to the class of cus- 
tomers who, in the end, bring in the greatest profits for the 
dealer. 

Pond’s famous 4 Steps to Beauty are, of course, products 
designed to enhance feminine loveliness, and so, with the pres- 
tige and widespread vogue for these famous beauty aids in 
mind it was only fitting that the new Pond’s display, too, should 
compel attention by means of its artistic design and sophisti- 


cated treatment. In its sheer beauty, the new Pond’s display 


is outstanding as an advertising medium of this kind. 

Pond’s Cold Cream, Pond’s Vanishing Cream, Pond’s 
Cleansing Tissue and Pond'’s Skin Freshener are the products 
featured in this display. They comprise the “Pond’s 4 Steps 
to Beauty.” The center panel features this central theme of 
display, the lettering being shown on the right side of the 
panel, pleasingly set off by a judicious use of white space. To 
the right is shown a strikingly effective illustration, in color, 
of a smart, sophisticated type cf young seciety. woman—the 
type symbolic of the results obtained by use of the four prod- 
ucts. There is no suggestion of the pretty girl or flapper type 
about this illustration, yet it conveys an impression of charm, 
good breeding and distinction that is most pleasing to the eye. 
At the lower part of this center piece are four steps on which 
the four products are placed, showing the crder of their appli- 
cation, with appropriate copy for each. To focus attention 
on these products and to display them mest effectively, the base 
of each of these shelves was made of a heavy silver-toned 
tin-foil paper that reflects the light upward directly on the 
products. 

. The side cards, each featuring a product, are really beau- 
tiful and attention-compelling through the use of exquisite 
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sald cream 


Ye 
CLEANSING 
FESS UES 


—In building the lovely dis- 
piay shown here, Pond’s car- 
ried out the “quality” idea to 
the minutest detail. The jew- 
elry shown in the photographs 
was loaned by Cartier. Even 
the coiffure of the model was 
studied. And, dealers who 
closely keep their fingers on 
the public’s pulse have found 
that a toning up, or styling up 
of their windows has proved 
a most profitable way of urg- 
ing people to buy. Incidently, 
the new display is having 
splendid reception— 


duotone sepia photographs by Steichen. In carrying out the 
quality idea to the minutest detail, the jewelry shown in these 
photographs was loaned by Cartier. Even the coiffure of the 
model was studied. She was sent to one of New York’s most 
famous experts to have her hair dressed exactly in the ap- 
proved Park Avenue manner. 


The merchandising thought behind the display is that dea!- 
ers at this time need a variation from the “screaming win- 
dows” which have been so prevalent, and would welcome a 
dash of style that would again turn their customers’ minds to- 
ward the finer things. Too, dealers have realized more and 
more that the quality buyers, even in these times, are the ones 
who have some money left, and are worth special effort. 
Pond’s display attracts these quality buyers. 

Of course, Pond’s has a tremendous consumer demand, and 
any window display of Pond’s is certain to remind and bring 
in old users, and also a very fair percentage of new users. 
However, this display has the additional value of giving tone 
to the dealer’s store. 

It is surprising to find how welcome such a display is to 
those dealers who closely keep their fingers on the public’s 
pulse. They have found, along with the larger department 
stcres, that a toning up, or styling up of their windows is a 
most timely way of urging people to buy. Pond’s products do 
this particularly well, for they are not expensive to buy and 
so bring in a greater percentage of people. 

In figuring what the dealer wanted in a display and what 
would do him most good, it was found that his needs work 
directly in with Pond’s aims. The new Pond’s display so be- 
comes an important merchandising device for the dealer, and 
also it is an invaluable part of Pond’s advertising. It might 
be said in summary that Pond’s is delighted with the recep- 
tion the new display is receiving. 


Steps to Beauty 


VANISHING 
POND’S TISSUES ee CREAM 











How Long.... 
Beforer 


By SOL FISHER 
FISHER DISPLAY SERVICE 
CHICAGO, ILL. 


Wuar can the displayman do for the national advertiser 
who desires a window better than an ordinary crepe paper 
display, and yet at a small increase in cost? Can he use 
cloth which is not adaptable and which is usually too ex- 
pensive? What can the national advertiser do for the re- 
tailer, who, because of store location, demands and requires 
a window without crepe paper, a window that is richer ap- 
pearing than crepe paper and yet carries out the general 
color scheme of the national advertiser? 

There are a great number of retailers who will not permit 
crepe paper in their windows because of tacking to expen- 
sive backgrounds. In these windows, even decorative cloth 
is not used due-to the fact that tacking is necessary 
to drape the cloth. The national advertiser must solve this 
problem to gain and keep the good will of these dealers. 
Even though the installation may cost the advertiser more, 
it is usually justified by the greater window circulation of the 
better location. The installation service must assist in solv- 
ing this problem of better displays for the better locations 
if the good will of both the retailer and the national adver- 
tiser is to be retained. 

Again, how long will national advertisers continue to use 
crepe paper displays? How long will the retailer continue 
to accept crepe paper window displays? People tire of things 
easily and want changes and improvements. Similarly, the 
national advertisers and retailers will eventually discard the 
use of crepe paper. Even now, it is a known fact that the 
better type of window display stays in the dealer's window 
longer and creates more good will and sales for the na- 
tional advertiser than does the average crepe window. The 
better type display is sought for by the dealer and is in- 
variably given preference over the crepe papor display. 

These problems have confronted the writer for many 
years. Something was wanted that would be inexpensive, 
that would be elastic and adaptible to all types of display 
work. Not only must this wanted material be inexpensive, 
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p “Too equal four- 
foot backgrounds: 


are made by 
at (TH cutting two panels 
. and placing the 
pieces together 
' as shown. 


























but it had to be shipable and easily handled. Through con- 
stant effort to do an installation job better, the writer has 
experimented, developed and patented a material under the 
name of “Accordion Pleated Panels.” 

These accordion pleated panels consist of 7 foot sheets 
of cardboard, 26 inches wide, lined with the various colors 
of vellum natural papers similar to the colors of crepe paper. 
These panels are scored alternately on both sides so that an 
accordion pleated effect is made when folded along these 
score marks. These folds serve as a means of supporting the 
panel when placed in an upright position. These folds pre- 
vent the panels from warping in any manner. In the window, 
these panels look like corrugated, painted sheet metal, or 
like angled strips of wood mounted upon a backboard and 
painted. They have a very modern effect and do away with 


—Many interesting installations can be 
produced by using “Accordion Pleated 
Panels.” This new material is so flex- 
ible and so easy to handle that the only 
materials necessary for installations in- 
clude pins, tacks, shears and a tack 
hammer. The fan effect used in this 
display is secured by placing the panels, 
or a piece of the material, in a “fan- 
shaped” base, cutting the design and 
allowing the material to fan-out. Such 
an arrangement of effects certainly sim- 
plifies the installation of a display— 
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the flat treatment of backgrounds. These panels accentuate 
depth and take exceptionally well to lighting effects. The 
accordion pleated panels are so constructed that any number 
may be attached together without any edge or seam showing. 

The scored folds serve a far greater purpose in the pack- 
ing and shipping of accordion pleated panels. The panels 
are folded accordion-like so that the front surface protects 
itself. A background 72 inches by 84 inches high can be 
shipped in a corrugated container 2x4x84 inches. The only 
tools necessary to use these panels are those used by every 
window installer, a pair of shears, tack hammer and pins. The 
various effects obtainable are limited solely by the user’s 
artistic abilities. 

As an example for the national advertiser, two of these 
panels may be cut diagonally opposite from a 36-inch point 


—This interesting “Symphonie” display 
but hints at the attractive installations 
possible with this new material. As the 
“Accordion Pleated Panels” come in 
many different finishes, two and three- 
color effects can be introduced. Where 
surplus material is available, pedestal 
displayers and divider effects can be in- 
corporated in the display. This trim 
uses two different colors of panelling 
for a background while two small ped- 
estals, made from surplus material, ele- 
vate a sign at each end of the trim— 
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—The illustrations at the top of the 
opposite page but suggest one of the 
many interesting effects possible with 
“Accordion Pleated Panels.” The illus- 
tration is included, primarily, to show 
how simple it is to cut the panels and 
form screens; also, to hint at the econ- 
omy of the material— 


—“Accordion Pleated Panels” will 
prove indispensable to department store 
displaymen. The tremendous possibili- 
ties for effective unitization of merchan- 
dise in windows, on ledges and in de- 
partments must be evident. The inex- 
pensiveness of the material will allow 
for many background changes— 


on one side to a 48-inch point on the other, as illustrated. 
(Illustration No. 1). When assembled, two backgrounds are 
made 48 inches high in the center and 36 inches on each end. 
Because of elasticity, this background can cover a space 
from three to four feet wide. There is no waste of material. 
In quantities, these panels are die-cut to the required shape 
so that they may be placed in the window without any further 
cutting or handling. 

So adaptible and attractive are these panels that they are 
being used to a considerable extent in the field of merchandise 
window backgrounds, display booth construction, pilaster 
treatments and valances. For window backgrounds, these 
panels are attached together by means of pins, then some 
attractive design is cut on the top edge. Another means of 
using them is placing these panels the entire 7 feet and 
placing a valance or applique along the top edge to make a 
completed background. For display booth construction, a 
frame is built and the panels are then attached to the frame 
with pins or tacks. For pilaster and column treatment, the 
panels are placed in a vertical position. They will conform 
with any curve or angular surface. The use of these panels 
creates a new field for the national advertiser and for the 
window installer. 

A display installation organization that makes a business 
of installing windows for national advertisers, not merely as 
a side line, should have adaptible decorative materials in 
principal colors on hand at all times. By doing so, they 
will show the advertiser and dealer that they are in busi- 
ness for the betterment of display. They will be in a better 
position to demonstrate and sell their experience and ability 
to create and produce better displays. Merchants will wel- 
come them—advertisers will appreciate them, and good will 
and business will be extended. 






THE MAGIC POWDER 


3 sea beauty to wetry able 









which bring 
























Windows 


Lers put the billbcard in our store windows! It will be 
leaving the roadside shortly, for tourists and organized clubs 
prefer scenery. And yet the billboard is too magnificent a 
form of advertising to be junked. It is vital, alive, and dra- 
matic, with its compelling pictures that cry out stories and 
put pithy slogans into the mouths of people. 

Billboard adaptations make excellent backgrounds against 
which to display the merchandise they show. For years, dis- 
playmen have arranged their shirts, gowns, shoes, linen, and 
what not against beautifully draped velvet, decorative crepe 
paper, and flower-strewn lattice work, and yet it was shirts, 
gowns, shoes, and linen they were selling all the time. Why 
waste the background? It gives you a splendid opportunity 
to dramatize your merchandise. 

The idea sounds novel, and yet it is not too new. It has 
slowly evolved in -the last ten years through the work of 
ingenious displaymen all over the country, and is now coming 
to light here and there with gratifying results. Raymond W. 
Parks of Manchester, N. H., is doing some really original 
work in billboard backgrounds, more commonly recognized as 
“Continental display.” He has taken numerous prizes with his 
clever, unique windows. 

There was the Congoleum window which is still being 
talked about in this state, for the realistic figures he created 
left their impression. A_ billboard) framework fashioned in 
regulation form made the background. It was covered en- 
tirely with Congoleum yard goods. A dozen rugs standing in 
the rear of the frame completed the billboard, upon which were 
placed a giant seal-trademark and cut-out letters reading 
“Congoleum Floors the World.” This caption was illustrated 
in the foreground by a miniaturé boxing ring. A boxer made 
of several Congoleum patterns was standing in the ring, while 
his opponent, a figure made of a world: globe with arms and 
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Display Ideas of Raymond W. Parks, 
Leavitt Stores Corp., Manchester, N. H., 
as Told to Ann Harris, Specialty Writer 






























































—This “Congoleum” display enabled Mr. 
Parks to not only “Floor The World” but 
to floor the Congoleum organization. This 
display, incidently, was a “prize” winner— 


legs, lay on the sawdust, “knocked cut.” In other words, Con- 
goleum was “flooring the world.” 

Mr. Parks’ February shirt window was simplicity itself. 
but it sold shirts. A mammoth shirt was cut from upson board 
and painted with all its smart creases to represent the mer- 
chandise in the dispiay. A:large trademark, reproduced and 
attached to the huge shirt, completed the background. The 
window was artistically beautiful, and yet every inch of it 


—Mr. Parks, in his develop- 
ment of “billboard” or 
“continental” type display 
merchandising has_ intro- 
duced ideas that have noth- 
ing in common with his 
American contemporaries. 
His style is unique, yet it 
combines aJl the charm of 
smart merchandising with 
dramatization of goods. It 
isn’t necessary to mention 
that his windows “sell’ 
merchandise— 
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Cape Cod' ') 
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—When it came time for Mr. Parks to pre- 

pare a new display for “Cape Cod Shirts,” 

he didn’t duplicate “last year’s” display; he 
created this modern presentation— 


sold shirts, from the merchandise in the front to the back- 
ground in the rear. 

In a display of women’s wear, the more important fashion 
features, such as sleeve details, collars, and furs, were empha- 
sized by reproducing them in sketch, cut-cut, or silhouette on 
the background of the window. This is transferring the bill- 
hoard style from the roadside to the city window which thou- 
sands pass every day. 

Such work is “super” Continental advertising. It is going 
Germany, France, and England one better at their own style. 
Mr. Parks feels that while displaymen in these countries tell 
a story with huge figures and elaborate coloring in the back- 
ground, they show such a flashy, gorgeous scene that the mer- 
chandise itself is forgotten. In visiting Germany, and other 
European countries on his own initiative, espec’ally for “win- 
dow shopping” purposes, he stopped again and again before 
superb windows, studied them for several minutes, and walked 
away without giving the merchandise much attention. The 
background stole the show. 

“Those windews were-flat,” he says. “The goods were laid 


+ 


—The “Regimental Stripes” 
tie displav illustrated on 
the opposite page suggests 
but one of Mr. Parks’ many 
display techniques; the 
“Dots” display shown on 
this page is but another ex- 
ample of his forceful meth- 
od of display presentation. 
Could any display be more 
simple or more effective 
than this fabric trim? 
There’s sales in simplicity— 
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on the floor or only slightly raised to keep a clear view fer 
the background, which appeared more important than the mer- 
chandise on display. I believe that by bringing the merchandise 
up to the level of the eye and utilizing the background also 
for sales appeal, European displays could be made much more 
effective.” 

The whole idea, however, was new. Mr. Parks picked up 
details here and there as he traveled, and found that these 
worked in well with the sketches he had collected and made 
for several years. When he returned to America, it was easy 
to put his plans, which instantly appealed to the public, into 
practice, for he is responsible for every phase of display 
work. Nothing which is planned or used is ordered outside 
of the store. Mr. Parks plans, sketches, directs the building 
of window fixtures, selects merchandise, and places his own 
windews to emphasize slogans which he has already originated. 
His day is an amazing round of sketch pencil, typewriter, 
hammer and saw, paint brush, and juggling, as windows are 
perfected to sell the merchandise of the Manchester store. 

“T have never copied a window from anyone,” Mr. Parks 
admits. “But I have gotten hundreds of ideas from windows, 
trade journals, theatres, etc., which have been worked over 
to meet my needs. Aside from the artistic phase, I believe one 
has to study merchandise, know materials, styles, processes, 
and history hefore one can display goods to the best advan- 
tage. I spend a great deal of time studying gocds, and once 
familiar with the points of interest. about them, I try to plan 
a background to emphasize these points.” 

That he has interpreted his study with originality was ap- 
parent in a recent window display of silks. Silks have been 
draped, stretched, and pleated in so many ways that Mr. Parks 
vowed he would find scmething different. He took the gor- 
geous soft fabrics and puffed them through chicken wire made 
on a frame representing a huge fan. There were sections of 
rich, dark prints separated by sections of harmonizing pastel 
colors, all standing out against a background of the same 
materials. 

The widespread attention which Mr. Parks is receiving in 
New Hampshire is not accidental, for such windows are con- 
stantly challenging the public. In trimming windows for tei 
years in Memphis, Chicago, Bridgeport,.and Manchester, he 
has studied incessantly, always adapting his work toward a 
new, revclutionary type of dramatic display. And now he is 
emerging as a forerunner in “Continental” display, a man 
equally at home in all departments of the state’s largest 
department store. 
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Spot 
Advertising 


T ese are the days when waste of any kind must be 
eliminated. We are all getting like the pork packer who lets 
no part of a hog go to waste except the squeal, and even that, 
from the sounds we get occasionally, seems to be used over 
the radio. Waste circulation is perhaps one of the most 
costly items with which an advertiser has to deal. He may 
run his advertisement in a magazine that goes to a thousand 
cities, while his product is on sale in only five hundred of 
these cities. He may sponsor a radio program covering a 
hemisphere while his products are sold in only two or three 
states. What does it profit a man to deliver his selling mes- 
sage to people who cannot purchase his product because there 
are no stores in the territory carrying his product for sale? 

It is clearly evident that with the exception of those few 
nationally advertised products which have 90 per cent dis- 
tribution, the waste in a national advertising coverage is 
something that should be considered seriously. The only 
advertising without any waste circulation whatsoever, is 
point-of-sale advertising, which delivers its selling message 
in the retail store where the product is for sale and where 
every prospect influenced, has the immediate opportunity to 
purchase. All other forms of advertising can deliver only 
sales impressions that can be remembered for a greater or 
lesser length of time, until the opportunity to purchase pre- 
sents itself to the prospect. 

If there is one job that the Great American Public do 
better than any other, it is the job of forgetting—easily, 
quickly and thoroughly. Forgotten things, however, are 
brought quickly and forcibly back to consciousness by the 
proper kind of reminder. How often have we heard, “That 
reminds me of—.” Window Display, which is point-of-sale 
advertising, is therefore not only an advertising medium 
effective in itself, but at the same time is the most effective 
adjunct to other forms of advertising, because by the proper 
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By FREDERICK L. WERTZ 
WINDOW ADVERTISING, INC. 
NEW YORK CITY 


use of window display, the prospect can be “reminded” of 
all the sales arguments that have influenced him when he 
was reading magazines, newspapers, billboards, or what-have- 
you, or listening to the radio. Window display says to 
him, “Here is your chance to buy that thing you read about 
yesterday (or last week or last month). Here is the article 
itself, not a description of it—come in and buy it.” 

When the advertiser buys circulation, he buys opportuni- 
ties to deliver sales impressions. A small number of window 
displays in any city will furnish more opportunities to de- 
liver sales impressions than the combined circulation of all 
other advertising media available in that city. 

For illustration, let us take the City of Cincinnati, with a 
population of 451,160. Of the newspapers in the city, the 
“Enquirer” (morning) has a circulation of 90,334; Evening 
“Post,” 184,289; and the evening “Times-Star,” 158,268. The 
combined daily circulation of all three, 432,891. 

Street*ears and buses have an average of 499,969 riders per 
day. The fifteen leading monthly and weekly magazines 
have the following circulation: American 14,921; Better 
Homes and Gardens, 6,345; Cosmopolitan, 8,199; Delineator, 
21,064; Good Housekeeping, 7,708; Ladies Home Journal, 
16,927; McCalls, 11,377; National Geographic, 7,221; Pic- 
torial Review, 14,014; True Story, 18,732; Woman’s Home 
Companion, 18,355; Collier’s, 19,737; Liberty, 25,033; Literary 
Digest, 8,007; Saturday Evening Post, 20,139. A total of 
217,799 for the entire group of fifteen. 

Of the 119,455 families in Cincinnati, 56,580 have radios, 
and allowing the National Broadcasting Company’s claim 
of 4.1 listeners per set, the maximum radio circulation would 
be 233,618, but in order for any single program to enjoy this 
circulation, every set in Cincinnati would have to be tuned 
in on the particular program, and an average of 4.1 listeners 
sitting around each set. 

It is apparent from the above that the total combined 
available circulation from newspapers, car cards, magazines 
and radio, cannot exceed 1,384,257. 

On the other hand, 200 well-placed window displays in 
the city of Cincinnati at a cost including material, shipping 
and professional installation, of approximately 800, will de- 
liver a combined daily circulation (or opportunity to deliver 
sales impressions) of nine million, on the basis of actual 
counts in 73 cities by the International Association of Dis- 
play Men, showing that an average of more than onc-tenth 
of the resident population of the city will pass each well- 
located window daily. 

Not everyone who passes a window looks at its display, 


—Window Advertising, Inc., in prepar- 
ing the “Camel” display for installation 
by their organization throughout the 
entire United States used that new dis- 
play material called “Accordion Pleated 
Panels,” making the background very 
simple and yet extremely effective— 


—Illustrating the “Comtess D’Orsay” 

display installation suggested by and 

installed throughout the United States 
by Window Advertising, Inc.— 
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and not everyone who buys a newspaper or magazine reads 
the advertising. 

The number of people who will look at a window display 
depends upon the kind of material that is used to make un 
the display. If, out of every thousand persons passing a 
window, 100 look at the average lithographed poster, it 
might be that 900 would stop and gaze at a live jackass, and 
even though that were true, how much more goods would 
the live jackass sell to the people who looked at him, than 
the poster to those who looked at it. Quien sabe? 

It would seem apparent that the most valuable things to 
put in a window display are brains—the best you can supply, 
buy, beg, hire or steal. Advertisers do not hesitate to pay 
fancy prices to artists and designers and fat commissions 
to advertising agencies for preparing the copy that is used in 
their space in magazines, newspapers, etc. When it comes 
to paying the radio artists even as much as $5,000 per pro- 
gram, they may choke and gasp a little but they soon come 
up for more. 

Why in the name of common sense should advertisers not 
use the same diligence in the preparation of window display 
material when it can furnish many times more opportunities 
to deliver sales impressions in proportion to the dollars ex- 
pended, than any other form of advertising? Why not call in 
experts and pay the price that experts cost (we should have 
said “save” instead of “cost”), instead of calling in the office 
boy and asking him how he likes the curve of the eyebrow 
or the dimple on the left knee. 

For the past six months Window Advertising, Inc., has 
been making a study of marketing conditions in the 376 
cities in the United States having a population of 25,000 
or over. The writer has been in the advertising business 
for thirty years, and has advised many advertisers on ad- 
vertising and marketing problems. In the light of the infor- 
mation which we have dug up recently, we have decided 
that all our advice heretofore has been guesswork. If it was 
right, our “advisee” was just lucky. 

How many advertisers today know the number of retail 
outlets available for their product in each city, and the total 
annual sales of these outlets? How many know the average 
annual income in each city? How many chain stores are in 
operation, and what percentage of business done by chains 





and independents, or how the average sales and average in- 
come in each city compares to the grand average in the 
United States as a whole? 

We are just completing the compilation of all this informa- 
tion for every line of business in the entire 380 cities. In addi- 
tion to this, we will have available for our clients a complete 
list of every newspaper published in each city, with the circu- 
lation, line rate, and cost per thousand; full information on 
the number of riders in street cars and busses and the cost per 
month for car card advertising; complete records of what 
constitutes a showing on the billboads, with costs and circu- 
lation; a list of the circulation in each city, of the fifteen lead- 
ing monthly and weekly magazines of the country; a statement 
of the number of families in each city who have radios, to- 
gether with a list of the local stations and their cost per half- 
hour program, as well as a statement of the proportionate cost 
of a national program that should be charged to each city; a 
recommendation of the number of window displays required 
to give full coverage in each city, showing costs and circula- 
tion. 

The window display is the machine gun in the battle of 
business—it gets right down to cases at short range. It can 
deliver so many more shots per minute than anything else 
that you sometimes confuse it with a steady roar. Every shot 
is a sales impression, and the cost of ammunition is almost 
negligible compared to the bombs of the magazines, the big 
Berthas of the billboards, and the rifles of the newspapers, as 
well as the thunder of the radio. The only thing that would 
beat it would be poison gas, and we do not want to allocate 
that in the advertising field. 

A few years ago it was not possible to use window display 
effectively, because there was no assurance that window dis- 
plays sent to dealers would ever be shown in the windows. 
Today, this objection is entirely overcome, with reliable pro- 
fessional installation service available in more than 4,000 cities 
and towns. You can have your window displays put in when 
you want them and where you want them. 

Consider “Spot Advertising” in localities where your prod- 
uct is for sale and where the public is financially able to buy 
it. Then, don’t broadcast all over the lot, but train your 
machine guns on the rabbit and bring home the bacon. (You 
know we just simply cannot call customers pigs.) 
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For Consumer 
Acceptance 


By GEO. A. SMITH 
DISPLAY SPECIALIST 


NEW YORK CITY 


I I WERE asked this question, “What percentage of litho- 
graphic window display material instills consumer acceptance 
and makes prospects think?” I would answer, “Only 50 per 
cent or less,” and I would feel quite justified in making that 
statement. But now, in getting away from my subject and yet 
in presenting a problem which, to a very great extent, can be 
applied to this subject, allow me to review an article that ap- 
peared in one of New York’s Sunday papers. The article is: 

“They’re raised $50,000 to ransom Forty-second Street 
from the operators of Burlesque, Flea Circuses, Ballyhoo and 
Store Shows—all of which have been kidnapping the space 
between Seventh and Eighth Avenues—and restore to it its 
recently vanquished title of ‘the greatest theatrical block in 
the world.’ George White says he will not exhibit his ‘Scan- 
dals’ in his own house on Forty-second Street any more. Even 
Al Woods, who was the ‘king’ of Forty-second Street when he 
made his ‘comeback,’ has put up his sign on Forty-first Street 
—preferring the back alley of the great string of theatres on 
the south side of the block to representation on the street that 
has gone ‘ballyhoo.’”’ . How true this all is. How 
pathetic. How it cheapened gcod old “Forty-second” Street. 
A real “Coney Island” brought right to the “crossroads of 
the world.” 

Nothing more fitting than the above item can be applied 
to the present run of lithographic and crepe paper displays 
that are being installed in drug and various other merchandise 
stores today. Most dealer display helps are a jumbled up mess 
of meaningless cut-outs, cards, panels, circles and what-nots, 
plastered with the history of the product; a story that in itself 
requires from two to three minutes to read—and no progres- 
sive customer will spend that much time in front of a display 
reading copy unless their time is their own. 

In addition, we are passing through the crepe paper age 
which has resulted, in a great measure, in making all installa- 
tions look like “Ike and Mike’’—any chance of a display's in- 
dividuality being suberdinated by innovations of crepe stream- 
ers, rosettes and other common embellishments. Isn't this 
the truth? If the reader doesn’t agree, just take a stroll up 
Broadway or any prominent street in the smaller cities and 
towns and judge for yourselves. Compare the windows falling 
into the categcry just described and notice how similar they 
are. Once in a while you will run into a litho or hand-made 
display that is different and unusual; one that possesses char- 
acter and dignity; is artistic; has good line and form, and has 
been created to meet the requirements necessary to the suc- 
cess of the display. Such displays, however, are few and far 
apart, but what a startling compariscn they make to the com- 
monness of the average display; what a difference in “pulling 
power.” 

Being a great believer of simplicity in window display set- 
tings and merchandise arrangement, I feel that it is “high time” 
for some progressive installation organization to inject a new 
treatment and atmosphere in display set-ups. A new slant is 
needed, and success will ride in on the waves cf prosperity 
to the organization capable of producing the new technique. 
Lithographic companies that will work along the same lines 
will “reap” the business of the future. 

Design, color, balance, proportion and utility are the “big” 
factors entering into displays that produce “customer accept- 
ance.” . . . I am happy to note that several “litho sets” 
produced during the past year have contained these qualifica- 
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tions; this indicates—whether because of the depression or in 
spite of it—that we are at the beginning of a period that will 
foster unprecedented interest in design and color for every 
line of manufactured goods. Those who are experimenting 
with design right now are pioneers, pioneers possessed of ex- 
ceptional boldness and faith. But once the depression loosens 
its grip, many other organizations will be moved to do like- 
wise. They will be compelled to progressiveness. . . . With 
the very rapid spread of publicity, it will take but very little 
time for the public to become design-conscious. 

Good designers and colorists of lithographic art will play 
an indispensible part in the industry of the future. Not so 
very long ago the “window trimmer” and artist were consid- 
ered to be the most impractical of dreamers by the business 
man. Their brains were not fitted for the rough and tough 
realities of merchandising life. They spent their time drawing 
pictures or dreaming. They talked about beauty. They 
kicked about the vast amount of unnecessary ugliness in the 
world—queer fish. Yet, today, you will find the business man 
seeking the display director's and artist’s advice and services 
—paying them well and finding their advice not only sound 
but profitable. 

In summing up the creations of lithographers and display- 
men during the past two years, | feel that they have not kept 
pace with the advances made in the surroundings of their own 
particular medium. One important item is the design, color and 
compésition of the containers and packages of the products 
heing displayed or merchandised. It was only a week or so 
ago, on one of my nightly strolls along upper Broadway, that 
my attention was directed to a display wherein the container 
and package of a certain product was a work of art in every 
sense of the word, but on the other hand the litho set that 
introduced the package was an abomination in every sense of 
the word . . . no continuity in any respect; furthermore, the 
display was very badly installed. The litho set was placed in 
the window with no regard as to angle or position, while the 
merchandise was arranged very haphazardly. The display, in 
my estimation, was less than 50 per cent effective. The con- 
tainer and package failed to receive the proper “backing up.” 
Now who will we blame for this display? I would say with- 
out hesitation, “Every man concerned with the designing, pro- 
duction, advertising and installing of the display.” 

One of the gravest errors that I have noticed of late in 
lithographic display helps is “too many colors” . . . bas 
colors, colors poorly combined and executed. Rather tha: 
produce a “display help” of this caliber, why not resort to a 
two or three-color job? For example, black, green and silver, 
if produced in the right tones and finish, make a very pleasiny 
and harmenious setting for a great many containers and pack- 
ages now being produced, to say nothing of the general run «of 
“drug” sundries. 

Several lithographic display productions produced in the 
past year have impressed me very much. These sets have 
had everything a display set should have furthermore, 
they were not absorbed through the promiscous use of crepe 
paper. These sets, in fact, did nct require crepe paper embei- 
lishment—unless the background proper was not presentable. 
These sets possessed the proper size and color contrasts so 
vital in producing an effective display. If I were a manu- 
facturer of 1 product and had a limited appropriation for win- 
dew display advertising, | would much sooner place an order 
for 10,000 good sets than 15,000 poorly executed displays—- 
and my campaign with 5,000 less sets would prove the most 
profitable. 

In order to bring out certain points which I wish to pre- 
sent to my readers, several sketches are repreduced with this 
article which represent examples of the trend I believe should 
he adhered to in the production of future display helps. 
Please understand that it is not my intention to present these 
sketches as perfect examples of this form of display helps for 
window merchandising. Such is net the case. Rather, allow 
me to but suggest their analysis for composition, balance, util- 
ity, flexibility and design. Color, illustrations and text matter 
or copy have been omitted, and it isn’t necessary for me to 
comment cn the importance of these three factors. In study- 
ing the sketches, notice how the designs have curved tops 

this does not signify that all display helps should have 
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No. 1 


—An unusually attractive model for 

a cosmetic or perfume set. Plenty of 

space being left in the center panel 
for the story or illustation— 


No. 2 


—A five-piece set is shown in this 

sketch. Very suitable for any small 

article; however, it can be made to 

fit most any product. Space for copy 

and illustrations is provided on cen- 
ter panel and two sides— 


No. 3 


—What a grand opportunity this idea 

offers for a set wherein the manu- 

facturer desires to show quantity and 

assortment. Plenty of space for story 
and captions here— 


No. 4 


—Here is dignity, composition, bal- 

ance and attractiveness all in one 

punch. Who wouldn’t be attracted 

by this display, providing it was well 
executed— 


curved tops . . . but such designs are more pleasing to 
the eye than square corners and are not so likely to have cor- 
ners brcken in transportation. 

I would like to impress my readers with the fact that | 
am not opposed to the use of crepe paper in display work. 
I do not condemn the material; I condemn its use. Some 
backgrounds and display helps require this material for ef- 
fective presentaticn, others do not; but this is a case to be 
decided by the displayman. In the March issue of DISPLAY 
WORLD there was a very interesting and instructive article 
on the use of crepe paper by Alden Cummings of the Denni- 
son Manufacturing Co., which every displayman that uses 
crepe paper should read. One display, Frostilla, illustrated an 
example of a good installation and definite knowledge of crepe 
use. Mr. Cummings used the example of this installation as 
the proper application of decorative material and dealer dis- 
play helps. The display wasn’t over done, and the combina- 
tion of the two mediums but served to emphasize the his- 
tory of the product. The display preduced the “punch” so 
vital to the success of display installations. — 
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Merchandised 
Windows 


By MAXWELL M. SALT 
EXCELSIOR WINDOW TRIMMING CORP. 
NEW YORK CITY 


WE ENTERED the window trimming field thirteen years 
ago. At the very outset we made a discovery of amazing 
importance. One of our first window trimmers was a middle- 
aged man, a former retailer, with more than twenty years 
experience in the successful operation of grocery stores. He 
had left the retail field in order to get away from the long 
hours and the hard physical work. And we found, on check- 
ing up his work, that the windows he dressed pulled more 
business than those dressed by any other man. Why? We 
soon learned the reason. That man, in twenty years of sell- 
ing behind the counter, had learned the dollars and cents 
value of a dynamic window display—for twenty years it meant 
his own bread and butter. Through intimate, daily contact 
he had come to know consumer habits and he dressed his 
windows consciously to appeal to those desires and habits. 

That discovery was the key to our problem. Slowly and 
carefully—rather expensively, too—we built up our force one 
by one. Every man who joined our organization was either 
a former retail salesman or a specialty salesman representing 
some manufacturer. And every single man knew the value 
of a persuasive window display because he had learned 
through experience that window display was the “big gun” 
in his drive for sales. For several years we functioned 
smoothly, applying our most sincere efforts to the creation 
of windows that would keep the cash register busy—“mer- 
chandised windows.” 

Soon we found that the men were offering suggestions 
as to better locations than those on their lists, locations where 
they were looked upon as creators of cash business, live 
stores that were run efficiently and profitably. So we gathered 
laboriously a list of the strongest sales territories for any 
product in the New York Methopolitan area, and a list of the 
most likely outlets within those territories. 

These were classified; first, as to the sales possibilities 
of the outlet; and second, as to the display possibilities of 
the store. In this connection it is interesting to note that 
each man was assigned to the territory in which he lived. 
The reason is obvious. Not only does it save a tremendous 
amount of valuable time in getting to and from the window 
to be dressed, but enables the man to form a close, intimate 
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contact with the neighborhood dealer. He learns the per- 
sonality and the hobbies and the idiosyncrasies of the dealers 
and can often obtain splendid co-operation because of this 
personal basis. 

Thus we were able to determine scientifically the most 
valuable outlets in any section of the area we served—the 
Methopolitan New York market which includes New York, 
New Jersey and Connecticut, within a radius of 50 miles of 
City Hall, New York—and to give the sales manager intelli- 
gent and invaluable cooperation in the selection of his poten- 
tial sales outlets. But that isn’t all. There’s hardly any 
sense in choosing carefully the most responsive outlet and 
then creating competition within the window. In other words, 
unless the dealer absolutely insists upon it, our men will not 
place a display in a portion of the window and buck a display 
in another portion. This practically assures exclusive posi- 
tion for a display as well as maximum attention value— 
comparable to a 24 sheet poster or a full page in a news- 
paper or magazine. 

And there’s still another consideration—choosing the loca- 
tion within the store. Depending upon the street, the size, 
the shape and the general layout of the store, one window 
will naturally have greater attention value than any other. 
Selecting that position is the work of an expert—it can be 
done only by a man who lives in the neighborhood and who 
knows the peculiarities of each store. Our men do that as 
a routine matter. 

Still later we offered another service—helping to design 
a display which would be most suitable to the greater num- 
ber of retail outlets in the market. Size and color are two 
features that psychologically result in either a good or poor 
tie-up with the type of product or the type of outlet that is 
being pushed. The greater percentage of progressive com- 
panies employ skilled and experienced artisans in the crea- 
tion of a display—but whenever we have been called in, we 
have invariably been able to suggest some fine points that 
have resulted in greater acceptance of the display on the part 
of the dealer. 

In soliciting new accounts we make it a point to have the 
prospective client call on one of our old accounts to get the 
honest “low-down” on how we work. Happily we can refer 
back to any client for whom we have worked and we’re proud 
of that record. Today we look back over thirteen years of 
business with a depression at each end. Yet, each year 
has shown a steady and pleasing increase in business. Com- 
ing out of the worst depression in history we find a record 
business on our books. With most firms sharpening their 
pencils down to needle-points we’ve actually had to open a 
branch office at 94 Plane Street in Newark, New Jersey. 

Slowly but surely we’ve forged ahead with but one ideal 
in mind—to install displays that would result in the merry 
tinkle of the cash register—the most pleasant note in all 
business. That, after all, is the test of a window display. 
Does it sell? Judging a display on any other basis means 
using the wrong yardstick. Ordinary displays won't do it. 
“Merchandised displays” will. 

For manufacturers or advertising agencies who would 
like to read more we have a booklet entitled “Merchandised 
Window Displays in the New York Methopolitan Area” 
which may be secured by writing either to our New York 
office, 5 Union Square or to our office, 94 Plane Street, 
Newark, New Jersey. 


PRIZES FOR BOOK 
WINDOWS 

Beginning with the issue for February 27, and continuing 
until July 1, the Publishers’ Weekly, 62 West 45th Street, 
N. Y. C., is offering a bi-weekly prize of $20 for the photo- 
graph of the best window display of books submitted. Dis- 
plays are judged on the basis of sales appeal, general de- 
sign and originality and are to be used in connection with 
bi-weekly articles on window display. However, the dis- 
plays need not be of the same subject as that discussed in 
the article. The remaining articles are: May 21—Travel 
Books; June 4—Shops in Small Cities; June 18—Summary. 
(Photographs submitted will be considered for prizes on the 
date for which they are most appropriate.) 























May, 1932 DISPLAY WORLD 13 


CONAN 


Put more life and selling power into your win- 
dow and store displays with the Cutawl. 
Clever cutout designs are most effective eye- 
catchers. They add life-like atmosphere to 
the display and make the strongest appeal to 
human interest. With the Cutawl you can 
easily and inexpensively increase the Selling 
Power of all your window and store displays. 
This remarkable machine cuts any design you 
want in any material used for making back- 
grounds, panels, grilles, cutout figures—all dec- 
orative effects. It cuts paper, felt, wood, com- 
poboard, linoleum, stencils—everything from 


thin paper to steel sheets—accurately and 
quickly, without waste. 


You Need the Guat 


Give full expression to your creative talents. 
The Cutawl enables you to produce your most 
original and striking designs at low cost. With 
it you can turn out any design, simple or com- 
In use by the leading display men and mer- plicated, with ease and speed. You can pro- 
chants of the world, the Cutawl is recognized duce effects that would, without the Cutawl, 
as essential to Profitable Display. It is inex- he ingeedbl: er ten -eepeiite:- Goalie 


pensive and simple to operate, portable and : é 
easy to carry. It may be taken to any point coupon and be convinced at our risk and with- 
desired and used right on the job. Under to- out obligation. 

day’s competitive conditions the Cutawl is a 
necessary aid to effective merchandising that 
every display man and up-to-date merchant 
should have. Buy it on easy terms if you wish 
and let it pay for itself through the savings in 


production costs which it will effect. Write for IPESRR STS Serene WO, as 
details today. 13 S. Throop St., Chicago, Ill. 


Send further facts about the Cutawl; also details regard- 
ing your TEN DAY FREE TRIAL OFFER. 
INTERNATIONAL - 
REGISTER CO. asics 
13 South Throop Street, CHICAGO, ILL. Pies oo 4 he tin & a ee sn eh 
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Continuity In the 
Show Cards 


By “DUTCH” HOLZAPFEL 
MEMPHIS, TENN. 


Tue ambition of every show window display—if show win- 
dows have ambitions—is to attract the favorable attention of a 
goodly portion of the passing pedestrians and interest them in 
the merchandise being featured. But as show windows do not 
have ambition, I had better point my finger at the window 
man himself as the individual responsible for the attention 
the display attracts. He is responsible for the background and 
the appeal it makes; he is responsible for the line and form 
of the merchandise; he is responsible for the “message” of 
the merchandise. 

With the introduction of modern merchandising effects in 
windows—and surely it isn’t necessary, at this time, to speak of 
“pester” and billboard” techniques—new show card methods 
have developed, resulting in the bold use of cut-out signs and 
prices, and of the introduction of utter simplicity in mer- 
chandise presentation and background effects for the concen- 
tration of goods. Such ideas are a “far cry” from the meth- 
ods employed to produce the cards illustrated on this page, 
but where a decorative effect is wanted, and where continuity 
in cards is of paramount importance, these cards will suggest 
numerous ideas for variation of 
tion of message. 

Continuity in cards can only be secured by sameness. In 
other words, the cards in every window must be counterparts 
in size, shape, lettering technique and general idea 
variation being produced by the introduction of color, design 


“style” as well as concentra- 


SPRING 
STYLE 
SALON 


YOUR PRESENCE, 
§ REQUESTED / 





smart and 
services 
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and style or method of presentation. This may sound rather 
confusing, and may limit the creativeness of designers inas- 
much as their creativeness would be necessarily concentrated 
on presentation of merchandise rather than presentation of 
card, but such concentration would serve to create a better 
appreciation for show card merchandising resulting in better 
and more productive cards. 

The technique employed on any of the five cards illustrated 
below would not limit the cardman in his production of a 
set of cards to one idea. Of course, if continuity is to be 
realized, it will mean that the cardman must confine his 
“artisticness” to the presentation of the “message.” Such con- 
centration should only serve to produce speed in the cardman’s 
production by the following of a “style” set for a group of 
cards, and to augment his appreciation of “style” by his de- 
velopment of only such cards as would best introduce and 
feature the merchandise being shown. 

Where a definite “style” card is decided upon and the card- 
man is given his list of cards, variety can and should be ob- 
tained, but in obtaining variety the cardman must not sacrifice 
the “style” of the card nor the method of presentation—he 
must confine his changes to modifications of the presentation. 
For instance, say the store was having a style show—as one of 
the cards in this group suggests—and the front is to be mer- 
chandised with men’s shirts, shoes, hosiery, millinery, dresses 
and formal wear; the “style” of each card will remain the 
same; innovations like changes of cardboard color, change of 
design motifs either in color or design, additional copy, etc., 
would make each card very appropriate for the merchandising 
of any line of goods, and would still maintain continuity in the 
cards throughout the front. 

Pretend that the “style” is the card at the top right and 
the merchandise is hats, gloves, jewelry, shoes, etc, the “style” 
remains_the same, innovations are introduced by pictorial pres- 
entations of the merchandise and additional copy. Should the 
“style” develop around the card in the lower right, with coats, 
bathing suits, corsets, sweaters, etc., the merchandise, the type 
merchandise would be introduced in bold lettering just below 
the scenic effect, while a sketch representative of the merchan- 
dise would appear at the top of the card. 
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Washable 


Wide Variety 
of Designs— 


Easy to apply 


Beautiful ef- 
fects without 
carved or 

etched glass 


Neither heat, 
nor cold, nor 
frost, nor 
steam affects 
them. 























Made in America 
A secretly processed plastic cellulose 
coating makes it stick-and stick-and 


NEW —MODERNIZE STORE WINDOWS WITH 





VIKING celoglace WALANCES 


@ These valances are the nearest approximation of expensive 
carved glass that have yet been developed. They are applied 
directly to the show window glass with plain water. 

@ Viking Valances are low in price, require no upkeep, 
and last indefinitely. They come in beautiful modernistic 
designs. The effect is new. 

@ Center Panels may be lettered in celoglace inks by the 
Displayman in his own shop . . . or we will do it for you. 
TERRITORIES NOW BEING ASSIGNED TO LIVE SALES 
AGENTS—VERY LIBERAL PROFIT MARGIN 


Write Valance Dept. now for free samples, literature and prices 


VIKING PRODUCTS CORPORATION 
422-24 West 42nd Street, New York City 


Also Makers of the Famous Viking Interior Electric Signs 
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HUGH LYONS & COMPANY 
LANSING MIC™~IGAN 


NEW YORK-—485 FIFTH AVE 
CHICAGO-—-1311 MERCHANDISE MART 
BOSTON~—S52 CHAUNCY ST, 


SEE BOOTH 11. 


How Much 


THOUGHT 


Do You Give to Your 


DISPLAY PLANS? 


G. A. Smith Studios, Inc., 
Announce---The Display 


Bureau--- 
THE LATEST AND a unique service for De- 
tment Stores, Retail 
NEWEST IDEAS — ys 
Shops and National Ad- 
IN FIXTURE vertisers. 
DEVELOPMENTS The Display Bureau—an entirely new kind of Sores counsel 
— rides < venient and inexpensive channel through 
WILL BE SHOWN lice Siepiacunien Seawes, Retail gee National pee 
tisers may draw upen a service of live ideas for effective dis- 
BY play of merchandise. 
It may be a colorful department store display for New York 
HUGH LYONS & CO. Ciees a Selede cusneta Saul in St. Leas 4 i or : aeanae 
ing set- f Boston. It may be an individual problem or 
AT I. A. D. M. pig te the nag ffs sneg a +. cakae of enti Each siadett, 
however larg r small, will } leveloped with every ounce of 
CONVENTION immiaies ‘aa “kill, > Egle ic Prgs o bring to play. 


All suggestions will be completely covered by sketches, photo- 
graphs and instructions. Complete ready-to-install settings 
will be created, built and shipped when required. Fees are 
surprisingly reasonable. 


If you want better windows. . . displays that 
sell the eye . . . drop a line or phone to--- 


GA. SMITH STUDIOS ING. 


535 Canal St. NEW YORK CITY 
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Success vs. 
Depression 


By J. IRA DeLAMATER 
DeLAMATER DISPLAY SERVICE 
ATLANTA, GA. 


For a number of years the writer was connected with 
some of the larger chains and independent drug organizations 
in the south as Display Manager and Merchandiser. During 
that time, I came in contact with various display services, and 
being a disinterested party, it was my pleasure to be more or 
less critical of their mistakes and complimentary of their 
accomplishments. 

During these years the thought of offering the individual 
independent druggist or merchant the service rendered by 
the usual display department of the chain was generated. 
I pondered, that by dividing the cost over a number of 
stores, the plan could be worked out satisfactorily. It would 
create additional sales through these various outlets and 
thereby render a unique service not only to the manufacturer 
but to the retailer as well. Using this as my basis of opera- 
tion, I was successful in opening on March 1, 1931, in At- 
lanta, Ga., a display service covering the state of Georgia. 
I was thoroughly conversant with the fact that I stood the 
chance of being defeated by opening such a service during 
the so-called depression. However, to my delight, this germ 
multiplied and took root at once. The thought was put over 
successfully to the various independent stores in Atlanta, 
in fact, the idea has been so successful in operation that it 
was soon necessary to expand even further, the result being 
our coverage of the state of Alabama and the establishing of 
an office in Birmingham. 

At the present writing, our service is serving more than 
sixty-five national advertisers through the various retail 
stores in our territory. Up until now, we have to experience 
the first time to lose any contract or the rejection of any sin- 
gle window by any manufacturer served. We have adopted 
every modern means of extending a service which would be 
satisfactory to the manufacturer, our latest being the adop- 
tion of the photo check-up method, which has most assured- 
ly met with great success. 

The plan on which we operate when installing windows 
for the manufacturer in the various retail stores is based 
on a profit-sharing plan. The plan is to offer coupons to 
the druggist, the coupons carrying a cash value, in addi- 
tion to any and all free goods offered for distribution through 
our service. These coupons are redeemed every three 
months. While the amount is very small, it is a means 
of offering the druggist an inducement in the way of cash 
which will partially defray the expense of electricity, electric 
bulbs, fixtures, etc., used in their windows. This is done 
at no additional cost to the manufacturer, as all expense of 
this profit-sharing coupon is borne by our service. 

The men employed by our service are young, energetic, 
“full of pep” and above all, have been schooled in the fine 
points of installing displays. In our studios, we have a 
model window where each contract is analyzed and installed 
before the display staff. Each feature is analyzed in their 
presence and reason given for the display specifications if 
specifications are furnished. After these instructions, the in- 
stallers are better prepared to make installations in accord- 
ance with the desires of the manufacturer. 

In making installations, we endeaver, above all things, 
to please the stores where displays are installed. This seems 
to be one of the big features of our service, for the druggist 
is not only well pleased but never hesitates to recommend 
our service to manufacturers and their representatives. It 
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has been the means of our obtaining numerous contracts. 
We mentioned previously that we have the first time to 
experience the loss of any contract, and the statement just 
made of pleasing the retailer has been the means of our re- 
taining those contracts once served. 

From every direction, we hear that mournful sound of 
“depression,” but we believe that hard work and strict ful- 
fillment of a practical idea will overcome any depression. 
The increase in our business prompts us to say that we 
know of no depression; that we intend continuing to operate 
and expand without the thought being continually in our 
mind of business decreasing, but with the thought of an 
increase, not only in our line of business but in the lines of 
business which we serve. 

In the city of Atlanta, we enjoy competition just as keenly 
as in any other large city throughout the cpuntry. However, 
this competition is on a friendly basis: The various services 
attempting to create new business; maintaining a standard 
of prices; allowing competitors’ windows to remain in for 
the proper length of time; reciprocating a salvage service 
—salvaging not only the display installed by our individual 
company but also those installed by our competitors. This 
salvage service is usually conducted by our competitors, in- 
forming us of the necessity of their salvaging a certain dis- 
play when installed, and we in turn inform them if we desire 
our display salvaged. Salvaged displays are carried to their 
respective assembly points and are then carried to the dis- 
play service to which they belong. 

The same competitive cooperation applies in many other 
instances and has not only had a tendency to create faith 
in our service through the retailers but favorable comment 
from the manufacturers. After all, the manufacturer is in- 
terested not only in the type of windows installed but as to 
the length of time their displays will remain before the eyes 
of the public. We find that this splendid spirit of coopera- 
tion has not only been the means of our retaining business 
but also the means of our company and our competitors ob- 
taining new business. 

We further believe that if this same spirit of cooperation 
were carried out in other sections the display profession 
would leap forward and take its right place, so richly de- 
served, in the field of advertising, but so readily abused in 
the past by thoughtless persons who have had no reason 
to look forward to the future of the profession. We intend 
to extend this cooperation to all areas served by our organiza- 
tion. We will not wait for our competitors to first extend 
this cooperation to us, but by giving, we expect to receive, 
and by receiving, as well as giving, we know that success 
awaits us in every field. 


—A view of the “DeLamater” office 
showing the model window in which 
installations are planned— 
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For Display Equipment 
and Decorations 



























Invites 
Your Patronage 











International Register Co. 
13 South Throop Street 


“CUTAWL” Decorative 
Cutter 





Adler-Jones Co. 
649 So. Wells Street 


Window Decorations and 
Fabrics 


The Koester School 
367 West Adams Street 


Correspondence 
Instruction 


National Card, Mat & 
Board Co. 
4318-36 Carroll Ave. 


Showcard Boards—Mat 
Boards 


Botanical Decorating Co. 
319-327 W. Van Buren Street 


Artistic Decorations and 
Artificial Flowers 


Chicago Cardboard Co. 


666-670 Washington Blvd. 
Art Poster and Mat Board 


Paasche Air Brush Co. 


1902 Diversey Parkway 


Airbrushes and Airpainting 
Units 


Schack Artificial Flower 
Co. 
319 W. Van Buren St. 


Artificial Flowers and Win- 
dow Decorations 


Western Felt Works 


4131 Ogden Avenue 
“Acadia Brand” Felt 
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Thru Window 
Advertising 





By EDW. J. STEFAN 
STEFAN, INC. 
MILWAUKEE, WIS. 


Tae NiEWSPAPERS, magazines and radio are driving 
harder than ever for sales. Inspired by the splendid efforts 
or these media, and perhaps somewhat better equipped, be- 
cause of our direct contacts with the manufacturers whole- 
sale and retail outlets we are but one instillation organization 
that has endeavored to be the local service man for the 
manufacturer whose brands are serviced with window dis- 
plays. 

Window advertising is past the experimental stage. It is 
a tried and proved method of getting results—but to obtain 
the best results, it requires intelligent planning, expert super- 
vision and knowledge of local conditions, which can only 
be learned through daily contact with the trade. Naturally 
the most important procedure is a good installation, then 
proper supervision to insure at least a seven day showing. 

Now then, the ambitious individual who possesses a pair 
of scissors, a hammer, tacks, and crepe paper, which he 
usually buys C. O. D., in dozen lots, calls himself a service 
and proceeds to give the advertiser who falls for his low 
price a neat shellacking, can and sometime does ruin the 
lad who has letterheads printed and who conducts a reliable 
installation service. [xperience has shown that such un- 
ethical practice has long ceased to afford business advantage 
to any individual. Someone is being cheated out of some- 
thing, somewhere. 

There is more to running a_ responsible service than 
mere knowledge of crepe stretch and the instruments that 
facilitate the work. That is where the “price cutter” falls 
down: we must also consider insufficient funds, lack of 
experience, incapable of working on more than one display 
at a time (should the “price cutter” be so fortunate as to 
have more than one account), falling down on quotas, in- 
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ability to secure proper window space, dealer disappoint- 
ments, etc. Window space is regarded more zealously by 
the dealer than ever before, and competition among manu- 
facturers’ has become much keener. Naturally, a real know- 
ledge of trade conditions must be understood, and the re- 
sponsible installation service, realizing conditions, has in- 
vestigated and made a thorough study of the products and 
his territory. Years of conscientious installation service 
to dealers in a given territory will acquire for an organiza- 
tion respect and good-will. 

Progressive installation operations are very definite and 
tangible, the primary thought and interest being to. sell 
the’. product advertised through installation efforts. This 
consideration for clients will win a decided friendship and 
cooperation so vital to the successful management of a 
business that sells nothing but service. 

Actual photographs of all store fronts, tabulated and 
identified as to size of window, whether open or closed 
back construction, location and type of business district or 
neighborhood, are within a moments reach and give the 
operator a very definite and complete picture of the dealer's 
problem, or furnishes concrete data for campaigns. Un- 
desirable window space, that is, if hidden by posts, signs 
or other encumbrances are not numbered or listed, therefore 
assuring advertisers the cream of showings at all times. 

There are various plans for securing space available to 
the advertiser. A quota is accepted for a territory with the 
installation organization booking the displays, or, should 
the advertiser prefer, the advertiser can have his salesmen 
select all locations, turning the names over to the installa- 
tion organization with that organization arranging with the 
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—The simplicity with which display insial- 
lations of crepe paper can be made where 
“lath” frame, unit backgrounds are used 
has enabled the Stefan organization to 
lead the field in the development of this 
z new form of crepe paper work. If more 
installations were developed around this 
medium, crepe paper would soon return 
to favor in advertisers’ eyes. Study the 
three illustrations of installations repro- 
duced on these pages if you are not con- 
vinced of the effectiveness of this new 
technique— 


—On the opposite page we illustrate the 
installation prepared by the Stefan organi- 
zation for “Ever-Ready.” It certainly can’t 
be said that the “crepe paper” embellish- 
ments detract from the “helps” : 
with this trim they remain, as they should, 
the most prominent part of the display— 





—Beauty in the installation is not always 
possible; many factors must be taken into 
consideration, and where the “helps” are 
as modern as the “Cutex” display pictured 
on the right, the installation must follow, 
if possible, the trend of the display. The 
“lath” frame backgrounds on which the 
crepe paper is arranged certainly harmon- 
izes with the entire display theme— 
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dealers for definite booking dates. The advertiser can have 
his choice of an immediate mass showing, or, should he’ pre- 
fer, so many installations’ each week or month. 


Progressive installation organizations that wish to suc- 
cessfully and systematically present positive proof to ad- 
vertisers of following installation instructions use the photo- 
graphic check-up system. Such organizations equip their 
installation men with cameras with which they photograph 
the displays as they are installed. Photographs, upon request, 
are sent to the advertiser together with a weekly report fur- 
ther assuring clients that they have value received for the 
service paid for. 

The Stefan organization, at a small service charge, pro- 
vide further information to their clients in the form of a 
“sales analysis.” This is how the plan operates: 


(1) At the time arrangements are made with a dealer for 
a showing, an inventory is taken of the stock to be adver- 
tised. 


(2) On the day the display is installed, another inventory 
is taken. 


(3) At the end of the showing, usually the seventh day, 
(and progressive imstallation organizations can guarantee 
at least a seven day showing—average showing being ten 
days) a third inventory is entered on the “sales analysis.” 


(4) Finally, one week after the display has been removed, 
ihe fourth and final inventory is taken. All additional pur- 
chases made during and after the showing are entered on 
the “sales analysis” and all figures are taken into considera- 
tion in computing the total sales for the period. 


When an advertiser contacts a progressive organization 
with a contract for, we will say, 400 displays, it is not 
always necessary to secure a report from every dealer re- 
ceiving a display. <A list of about 100 stores, or one-quarter 
of the total installations, !n various sections of the city is 
selected for the report. From this report a splendid average 
can be attained. The cooperation certain organizations re- 
ceive from the dealers is not surprising as the dealers are 
aware of the fact that these organizations are interested in 
helping them sell their merchandise, and they are considered 
a friendly contact with advertisers whose brands they sell. 


The success of many installation organizations would be 
more firmly established were the knowledge of their terri- 
tory, familiarity with their products and installations not so 
haphazard but based on definite knowledge obtained from 
broad experience. Then, and only then, would their judge- 
ment on the many moot questions that decide success or fail- 
ure for their clients advertising investments be dependable. 
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—This charming “Leap Year” bridal 

display appeared at Arnold Consta- 

ble’s, New York. The background 

consisted of vertical glass rods, 

placed tightly together and so illu- 

minated that they seemed to be 
silver— 


- COMES 


—A platinum foil wedding ring 

formed the center unit: of this inter- 

esting Franklin Simon, New York, 

bridal trim. Huge clusters of light 

blue organ pipes joined together with 

a gold cut-out scroll appeared on 
each side of the ring— 


THE 
BRIDE 


—But one displayman could be re- 
sponsible for this beautiful bridal 
display——-Malcolm J. B. Tennent, 
display director, Meier & Frank’s, 
Portland, Ore. The appointments are 
in perfect taste, and while no descrip- 
tion we could write would do the 
display justice, imagine a light cream 
background with silver decorations; 
real flowers (changed every day) and 
a cream felt floor— 
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The Fairy Form used in this Display 
is the women’s ThiHi; Height, 23” 


Sell Mesh 
this New Way 


Put a few pairs of your most alluring designs on life- 
like Fairy Forms. Display them in your windows and 
in your hosiery section. Watch how they stop the 
passerby how they create interest . . . in 
short, how they increase sales. 


Women want to see how the new mesh designs look 
on the leg before buying them. Fairy Forms do that in 
a most appealing way, for they are perfect reproduc- 
tions of well-formed legs. Life-like, poised on their 
weighted toes, they display hosiery just as it appears 
on a Ziegfield model. The dull, flesh tint of the Fairy 
Form—free of all shine—makes a perfect background 
for the new open mesh. Fairy Forms are made of 
shell-like Fairylite, which means they are easily 
cleaned with a damp cloth. 


Order a few Fairy Hosiery Forms today. If your 
jobber does not have them, send coupon for free 
booklet. 





SHOE FORM CO,., Inc., Auburn, N. Y. 
Licensed Manufacturing Branches 


Unirtep Last Co., Ltp., MONTREAL, QUE. 
Northampton Paris Frankfort Melbourne 
England France Germany Australia 


SHOE FORM CO., INC., AUBURN, N. Y. 
Please send me your free booklet, “The Fairy Form Family.” 
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Dealer Cooperation 


3 Hanick Proms? 


and one which Hanick keeps. 
Throughout the Philadelphia 
area, dealers look upon the 
Hanick organization as a friend 
who will do his utmost to give 
them attractive, modern, sales- 
pulling window displays. In re- 
turn, they enable us to control 
the high-spot and worthwhile 
locations in our territory and to 
“time guarantee” showings— 
two essentials upon which the 
circulation and sales value of 
a window display advertising 
campaign are based. No other 
installation service in metropoli- 
tan Philadelphia can promise 
you as much. 




















AND 


the national advertiser will welcome 
this tangible proof of the good-will 
a window display can build between 
manufacturer and retailer. To have 
each dealer boost your product every ———] 
day of the year is an invaluable as- 
set. 


Because Hanick has sold the dealer 
on the help you are giving the re- 
tailer by spending thousands of dol- 
lars in window display advertising to 
beautify his store and benefit his 
business—he is eager to sell and 
recommend your product. Forge this 
selling link in your merchandising 
chain perfectly by using window dis- 
play advertising in conjunction with 
Hanick’s Installation Service. 




















When you think of the Point-of-sale 
in the Philadelphia market, think of 


THE 


s. HANICK co. 


Window Display Installation Service 
11th and Wood Sts. Philadelphia, Pa. 
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WHEN WILL THE 
RETAILER BE 
GIVEN THESE 
“HELPSp” 


In MAKING an analysis of national advertisers’ dealer dis- 
play “helps” it is surprising to note the large, alarming num- 
ber of those supposedly powerful, sales producing, sure fire 
(on the advertisers desk) displays that are absolutely mute 
and tongueless when actually installed in the retailers’ win- 
dow. It is very discouraging to consider, for even a mo- 
ment the tremendous waste of advertising dollars in the pro- 
duction of retail display “helps.” The best explanation of 
this great over-flow of “gold” into the “dumping grounds” 
of inferior display productions results directly in trying to 
visualize a piece of cardboard placed on the top of an adver- 
tising desk as a beautiful installation in a window many 
times the size of the desk . . . and the continued practice on 
the parts of advertisers’ to accept the opinion of artists’ 
(without merchandising experience) as more authoritive in 
display matters than the actual experience of the display pro- 
fession. 

When will advertisers’ consider seriously the much more 
valuable and trustworthy experience of the “display execu- 
tive”. as more dictatorial in matters pertaining to merchandis- 
ing displays and the creation of dealer “helps?” ... May we 
be allowed to mention the interesting fact that those adver- 
tisers who have seen “the hand writing on the wall” and 
have accepted the display executive as an authority on dis- 
play problems, are the advertisers whose displays are being 
installed effectively in the retailers’ windows... 

Enough of this .... The mere fact that:some advertisers, 
realizing the seriousness of display problems, have changed 
their display tactics and are contacting the retail display 
field from new angles; are producing display “helps” of a 
constructive, attractive and useful nature, but means that the 
“ice has been broken” and that a new era in retail display 
effectiveness has been instigated. It isn’t necessary for us 
to speak of the efficiency of constructive “helps.” A number 
of very effective installations, using modern “helps,” have 
been reproduced on these two pages, and by comparing the 
difference in displays, analyzing the “helps” and studying 
the installations as produced by “display executives” and 
“displaymen,” the advertiser, if still unconvinced regarding 
the difference between a desk and a window for creative 
display construction and comparison, will have an oppor- 
tunity to appreciate the comparison and to realize the tre- 
mendous difference between a display for a drug storee and 
a display for a department store. 

It will be interesting to compare and study the effective 
measures certain displaymen have taken to produce a “sell- 
ing” display with ineffective and insufficient “helps’—which 
is but one way of vindicating the displayman’s knowledge of 
his work. Also, to study the apparent simplicity of effects 
and installations possible when the “helps” are adequate— 
having been designed and created to do a particular job 
by display executives that know display. 

The all too apparent comparison between effective and in- 
effective “helps,” and the ease whereby displaymen can pro- 
duce “powerful” displays, results directly from the material 
presented for installation. Where the material is adequate, 
the installation is comparatively simple; where the material 
inadequate, the displayman—if the display is to be effective— 
must resort to decorative or merchandise embellishments to 
produce his presentation. 

What is the result? ... simply this: Where adequate 
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splay material is supplied the retailer cannot keep the dis- 
ay out of the window. Displaymen and merchants want 
fective “helps” (all too few are received) and when “good” 
terial is received it is a very welcume addition to any dis- 
ay program. But, when inadequate material is received, 
ll, that’s a different story. What happens? It is opened, 
d if an installation means that additional effects must be 
oduced by the display staff or merchant in order to assure 
effective window, well, the display usually follows the 
hil of its predecessors, the paper bailer. Or, should the 
‘chant or displayman decide to “use it anyway,” the dis- 
ay is placed in the window “any old way” and its effec- 
reness—as a powerful, sales producing medium—blushes 
seen amid the conglomeration of effects that such windows 
vays produce. 
The advertiser must remember that not every display 
es to a store having a department capable of producing 
oductive installations with inadequate material; in fact, 
‘Il venture to say that more than half of any advertiser's 
play material is received by stores that use the dis- 
ny “helps” just as they are received. . ... Imagine the 
mmonness of the “cannon towel” display had the display- 
n used the “helps” just as they were received? He 
suldn’t have obtained the effective “concentration” of 
fects so pronounced in his conception and arrangement of 
e merchandise. Imagine his display without the introduc- 
n of the unitized displayer that appears in the center 
the window and on top ot which a cut-out cannon has 
en covered with towels. Imagine the center unit (which 
s produced especially for his display) without the cut-out 













ters. 

Are “paper bailer” displays representative of the charac- 
of your dealer display “helps?” Where did your last 
play go? Where will your next display go? Don't you 
ink it would be better to produce displays that will merit 
ndow space in retailers’ windows even though the quantity 
fewer? Wouldn't it be better to produce but 100 displays 
th 100 installations assured, rather than produce 500 or 
) displays, scatter them “far and wide” and then “hope” 


installations ? 


No. 1—The “helps” illustrated in this window were 
not issued by the manufacturer. No! Wm. 
H. Roeder designed and produced the entire 
display for Wm. H. Block, Indianapolis— 


No. 2—Charles A. Merrill merchandised this “prize 
winning” display for Kaufman Straus Co., 
Charleston, W. Va. The “helps” consisted 
of just the small cards— 





No. 3—In merchandising this smart shirt display, 
the Boston Store, Milwaukee, took advan- 
tage of the excellent “helps” manufactured 
by W. L. Stensgaard & Associates— 


No. 4—Like display No. 1, this display was pro- 
duced by a “display executive” and again 
proved the productiveness of good display 
merchandising. Created by Edward Fraser, 
The Union Co., Columbus— 





No. 5—Another “Roeder” display, but in this in- 
stance “Roeder” shows what happens when 
good dealer “helps” are incorporated into a 
presentation— 


No. 6—Even “State” street answers to the “plea” 
for better dealer display “helps.” J. H. 
Richter produced this effective display for 
The Fair—- 
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Securing Dealer 
Cooperation 


By SAMUEL J. HANICK 
S. J. HANICK CO. 
PHILADELPHIA, PA. 


Every well-organized, reliable installat:on service promises 
the national advertiser dealer cooperation. And, in most in- 
stances, live up to that premise. Yet, behind that simple state- 
ment lie years of effort. The dealer had to be educated. The 
dealer had to develop an appreciation of window display ad- 
vertising before he realized that it was “his” medium, and that 
it could be utilized by him to its utmost advantage. Behind 
that simple statement lie years of effort in convincing the 
national advertiser that professionally installed window dis- 
play advertising is his most effective medium, because dealer- 
cooperation can be counted on with every installation. A reli- 
able installation service is actually the middleman for tie 
national advertiser and the dealer. No other service brings 
the two more closely together. Therefore, a very important 
duty of an installation service is to foster mutual understand- 
ing between the starting point and the finishing link of the 
merchandising chain. 

Two people, really, pay for a window display advertising 
campaign: The national advertiser—who foots the bills for 
the ideas, lithography and installations; and the retail dealer— 
who pays with his window space. It is to each other’s advan- 
tage that both get what they want—increased sales and good- 
will. It took a long time to show the advertiser and retailer 
how a professionally installed window display would increase 
sales and goodwill. How the advertiser was convinced has 
been gone into before; how the dealer was convinced makes 
very interesting reading. 

Up to several years ago the average dealer knew very little 
about the true worth of the windows in his store. The fact 
that he paid the major portion of his rent for location and 
number of windows meant very little to him. It never oc- 
curred to him to make the windows pay him anything; they 
were just there—a place in which to arrange merchandise hap- 
hazardly, or, literally, to slam down window display material 
that some advertiser had sent him with the futile hope that 
it would be used correctly. (Incidentally, many manufacturers 
still use this out-moded system—sending display material di- 
rectly to the dealer. They fail to see what a waste of time, 
effort and money it is; such display material seldom sees day- 
light. ) 

At that time, the “pulling” power of window display adver- 
tising was very negligible. This, it must be remembered, was 
not due to window display material. Primarily, the blame 
can be laid at the feet of both the national advertiser and the 
retail dealer—both failed to see window display advertising’s 
tremendous sales possibilities; both failed to utilize and trust 
the professional installation services sufficiently to give win- 
dow display advertising a fair chance. Now, it has been estab- 
lished definitely that window display advertising is the lowest- 
cost-per-circulation, and one of the most effective advertising 
mediums in existence. The fact that at least 85 per cent of 
all dealers—the progressive, modern-stepping dealers—actually 
sublet their windows to a reliable installation service in their 
territory—thus assuring uniformed, striking arrangements and 
time-guaranteed showings—accounts for the new conception 
and growing popularity of this medium. 

The cry met on all sides from dealers several years ago was, 
“What good will a window display of a single item do for us?” 

“Tremendous good,” was the reply. “Can’t you realize the 
importance of tying-up display with nationally advertised 
products? Such a procedure means that people, who, because 
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of newspaper, magazine and radio advertising, are half sold on 
certain products will be entirely sold when they are seen in 
your windows. Once the customer is in the store—well, that 
depends on how fine a salesman you happen to be and the 
atmosphere your store reflects.” 

The typical druggist’s reply would be, “Look at the large 
chain drug stores they don’t use a single-item window 
display. They use a general merchandise window.” 

The answer, “That is where the trouble lies—you try to 
ape the chain store too much. You yell about the chain store 
cutting down your trade, yet you hurt yourself most by trying 
to look as much like the chain store as possible. How are 
the people in your neighborhood going to know your store 
can give them something the chain store doesn’t—personal- 
ized, interested service—unless your windows tell the story? 
Nothing con reflect the dignity and attractiveness of a store 
quite so well as displays artistically installed. By brighten- 
ing up the appearance of the windows, by letting the people 
know you carry nationally advertised, nationally recommended 
merchandise in a lively and modern manner, can’t you see 
how that will help your business ?” 

“Well, maybe but the chain store does a large 
volume of business. You must admit that.” 

“Of course. But that’s because you, as the neighborhood 
druggist, are not giving yourself a chance to explain, through 
your windows, that the little extra your customers may have 
to spend in your store for merchandise is more than compen- 
sated by the little ‘extras’ you can give them at all times. No 
chain store can give their customers the medical advice for 
minor ills that you are capable of bestowing, or the feeling 
that they are willing to help them at any hour of the day or 
night. A druggist, like a doctor, is really a ‘father-confessor’ 
to the aches and pains of the community. The fountain of a 
neighborhood drug store is oftentimes the gathering place for 
the younger set—at least it should be. It can be if you make 
your store a bona fide dispensary for trustworthy merchan- 
dise and a cheerful, inviting place to visit. Your windows can 
show that you have both. Your windows can tell the story 
of the merchandise your store carries and can reflect the real 
atmosphere of your store. Why take a chance on ruining the 
progressiveness reflected by your store by using jumbled win- 
dows ? 

“The general merchandise windows of the druggist cannot 
be compared with those of the chain store. Nearly every chain 
has a professional displayman that arranges the merchandise, 
paints the signs and makes the windows look as attractive as 
it is possible for general merchandise displays to look. (But, 
a general merchandise window usually creates a bargain-counter 
atmosphere in the minds of most.) It is also the duty of the 
chain store displayman to change the display as often as once 
a week. 

“Most small druggists do not have the training necessary 
to arrange attractive, general merchandise displays, nor the 
time to change them as often as required. What is the re- 
sujt? The merchandise in the windows begins to get faded 
and dusty. The displays tend to give the passers-by the wrong 
impression. The displays reflect dirty, unclean merchandise— 
and in drug merchandise, cleanliness must be paramount. Cus- 
tomers begin to lose confidence in the store where the dis- 
play atmosphere reflects something resembling a second-hand 
junk heap. 

“When display advertising material is utilized without proper 
installation, the background, in most instances, is so arranged 
that the message of the display is subordinated, while but little 
effort is made to emphasize the beauty of the merchandise. 

By the way, what do you do with the lithographic dis- 
play material sent you by national advertisers ?” 

“Oh, sometimes we put it in a window. Usually, however, 
it just lies around until we have to throw it out for lack of 
space. . . . We don’t have time to bother with all the mate- 
rial we receive.” 

“There you are—you don’t have time to bother. You don’t 
need to have time. The installation organization in your town 
is capable of relieving you of that task and in doing a good 
job of installing the display. The national advertiser is spend- 
ing thousands of dollars each year producing “helps” that will 
(Continued on page 47) 














May, 1932 


DISPLAY WORLD 


THE FOLLOWING CONCERNS ARE 
UPHOLDING NEW YORK CITY’S 
TRADITIONAL LEADERSHIP IN SUPPLY- 
ING THE COUNTRY’S DISPLAY NEEDS: 





MILEO’S MANNEQUINS 


Will be on Display at I. A. D. M. Conven- 

tion, Hotel Sherman, Chicago, June 6th to 

Oth. You are Invited To Inspect These 
at Booths 34 and 35. 


MILEO—44 East 8th Street 





J. R. Palmenberg’s Sons, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


1412 BROADWAY (39th St.) 





Beyer Display Service, Inc. 


Creators of Show Window Backgrounds 
and Special Settings, etc. Also 
MONTHLY RENTAL SERVICE 


103 Lexington Ave. (27th St.) 


MAHARAM TEXTILE CO. 


Distinctive Window Display Fabrics 
Write for Samples 


107 W. 48TH ST. 








THE DISPLAY CENTER 


A Complete Exhibit of Show Window 
Fixtures, Mannequins and Accessories 


1440 BROADWAY (40th St.) 





MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for 
Show Window and Advertising 
Purposes 


404-408 W. 27TH STREET 





THE FRINK CORP. 


Show Window Lighting Equipment 
Lighting Engineers for Over 70 Years 


Bridge Plaza, Long Island City 





Einson-Freeman Co., Inc. 

Lithographed Window and Counter 

Displays for National Advertisers 
Starr and Borden Aves. 
Long Island City, N. Y. 








: At seo WHS seheee cd? 








26 DISPLAY 


Display 
Woriad 


FOR MERCHANTS — DISPLAYMEN — ADVERTISERS 
Title Registered U. S. Patent Office 





Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 





H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
JACK T. CHORD, Managing Editor. 





OUR PLATFORM 
. The Development of Window Display Advertising. 
. More Display Cooperation by Manufacturer and Merchant. 
. Advancement of the Display Service Business. , 
. Practical Service to the Display Profession and Industry. 
. Appreciation of Display’s Power in Merchandising. 


. Absolute Independence of Our Editorial Columns. 


The members of the display profession and industry and users 
of window display advertising are earnestly invited to submit maau- 
scripts and photographs for publication. Always give sufficient data 
to make the material of greatest value. Through the columns of 
DISPLAY WORLD your ideas, accomplishments, experiences and 
creations secure nation-wide recognition. Receipt of all material 
acknowledged promptly. When requested, manuscript and photographs 
are returned, but the publishers assume no responsibility in connec- 
tion therewith. Publishers reserve the right to edit all manuscripts. 


Subscription Price, $3.00 Per Year 


50c Additional to Canada and Foreign Countries. 
Advertising Rates Upon Application. 


Non &wWDN — 
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WASTE CIRCULATION 

Waste circulation is perhaps one of the most costly items 
with which an advertiser has to deal. He may run his ad- 
vertisement in a magazine that goes to a thousand cities, 
while his product is on sale in only five hundred of these 
cities. He may sponsor a radio program covering a hemis- 
phere while his products are sold in only two or three states. 
What does it profit a man to deliver his selling message to 
people who cannot priPéiase his product because there are 
no stores in the territory carrying his product for sale? 





THAT REMINDS ME OF— 

If there is one job that the great American Public do 
better than any other, it is the job of forgetting—easily, 
quickly and thoroughly. Forgotten things, however, are 
brought quickly and forcibly back to consciousness by the 
proper kind of reminder. How often have we heard, “That re- 
minds me of—.”’ Window display, which is point-of-sale 
advertising, is therefore not only an advertising medium ef- 
fective in itself, but at the same time is the most effective 
adjunct to other forms of advertising, because by the proper 
use of window display, the prospect can be “reminded” of all 
the sales arguments that have influenced him when he was 
reading magazines, newspapers, billboards, or what-have-you, 
or listening to the radio. Window displays say to him, “Here 
is your chance to buy that thing you read about yesterday 
(or last week or last month). Here is the article itself, not 
a description of it—come in and buy it. 





SALES IMPRESSIONS 

The window display is the machine gun in the battle of 
business—it gets right down to cases at short range. It can 
deliver so many more shots per minute than anything else 
that you sometimes confuse it with a steady roar. Every 
shot is a sales impression, and the cost of the ammunition 
is almost negligible compared to the bombs of the magazines, 
the big berthas of the billboards, and the rifles of the. news- 
papers, as well as the thunder,of. the radio. The only thing 
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that would beat it would be poison gas, and we do not want 
to allocate that in the advertising filed. 





HOW LONG ... BEFORE? 

How long will national advertisers continue to use crepe 
paper displays? How long will the retailer continue to ac- 
cept crepe paper window displays? People tire of things 
easily and want changes and improvements. Similarly, the 
national advertisers and retailers will eventually discard 
the use of crepe paper. Even now, it is a known fact that 
the better type window display stays in the dealer’s window 
longer and creates more good will and sales for the national 
advertiser than does the average crepe window. The better 
type display is sought for by the dealer and is invariably 
given preference over the crepe paper display. 





THE CREPE PAPER AGE 

Window displays are passing through the crepe paper 
age which has resulted, in a great measure, in making them 
ail look like “Ike and Mike”—-any chance of a display’s 
individuality being subordinated by innovations of crepe 
streamers, rosettes and other common embellishments. Isn't 
this the truth? If the reader doesn’t agree, just take a stroll 
up any prominent street and judge for yourselves. Compare 
the windows falling into the category just described and no- 
tice how similar they are. Once in a while you will run into 
a litho or hand-made display that is different and unusual; 
one that possesses character and dignity; is artistic; has good 
line and form, and has been created to meet the requirements 
necessary to the success of the display. Such displays, how- 
ever, are few and far apart, but what a startling comparison 
they make to the commonness of the average display; what 
a difference in “pulling power.” 








TALKING ABOUT BEAUTY 
Good designers and colorists of lithographic art will play 


‘an indespensible part in the industry of the future. Not so 


very long ago the “window trimmer” and artist were con- 
sidered to be the most impractical of dreamers by the busi- 
ness man. Their brains were not. fitted for the rough:.and 
tough realities of merchandisnig life. They spend their time 
drawing pictures or dreaming. They talked about’ beauty. 
They kicked about the vast amount of unnecessary ugfiness in 
the world—queer fish. Yet, you will find the busitiéss man 
seeking the display director's and artist’s advice and sérvices 
—paying them well and finding advice not only sound. but 
profitable. 





PAPER BAILER DISPLAYS 

» Are “paper bailer” displays representative of the char- 
acter of your dealer display “helps.” . Where did your last 
display go? Where will your next display go? Don't you 
think it better to produce displays that will merit window 
space in retailers’ windows even though the quantity be 
smaller? Wouldn’t it be better to produce but 100 displays 
with 100 installations assured, rather than produce 500 or 
5,000 displays, scatter them “far and wide” and then “hope” 
for installations ? 





STENSGAARD SPEAKS AT CARSON PIRIE SCOTT’S 
“SUMMER APPAREL CLINIC” 

On Tuesday, April 12, in Carson Pirie Scott's, Chicago 
retailers, textile theatre, a short, educational session devoted 
to definitely helping retailers sell more goods, was inaugu- 
rated. Among other speakers on the opening program was 
W. L. Stensgaard. Mr. Stensgaard spoke on “Merchandising 
Apparel Through Display.” 





ADVERTISERS SIGN AND DISPLAY CO. 
IN NEW LOCATION 

The Advertisers Sign and Display Co., specialists in 
all types of road bulletins, cutouts, signs and displays for 
the advertising and display industries, are moving their 
offices to larger space which will offer more complete fac'‘li- 
ties. Their new ‘address is: Penn Terminal Building, 370: 
7th Avenue, New York. : 
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GLEAMS FROM 
GEMINI ON 
STY LE 


By ANITA ARMSTRONG 
ASTROLOGER 


GEMINI—MAY 21 TO JUNE 21 


Ixcurnep to be restless, very active mentally with a love 
of knowledge and beauty, should avoid worry and excite- 
ment; sleep as much as possible. Gemini rising will bring 
hands and arms to the fore and gloves, bracelets, rings and 
sleeves of unusual style will be noticeable during the new 
moon. Men and women will attempt to be thrifty and new 
organizations will be brought forward but there is apt to be 
slander and delays to all things started during this time. 
HERE COMES THE BRIDE 

June—the month of marriage .... but what an outlook! 
Think twice, oh bride and groom, before you take this step, 
as both the sun and moon are afflicted by Neptune in the 
fifth house. Love affairs will not have a happy ending as 
Sagittarius is on the cusp of the house of marriage opposed 
to the sun and moon, really it will be well to wait until the 
next lunation or hurry before June 4th as you are due for 
misunderstandings and unhappiness. For those who will 
not heed this warning, chiffons are the proper costume ac- 
cording to the stars, in pastel shades with trimmings of a 
darker, more definite color, such pale pink with touches of 
rose, pale yellow with gold, etc. 

Foreign affairs are badly aspected and there will be trouble 
for those who travel. Saturn in the ninth house opposed to 
Jupiter makes for delays, square Mars and Mercury in the 
twelfth, hidden eminity. Venus in the second house makes 
money for the beautitions and as she is well aspected there 
will be little or no opposition; as she is sextile Mars, it is the 
time to push this interest through writing and speech. 
BAREHEADED....OR? 

There is still the tendency to go bareheaded and there should 
be a showing of head bands cr small caps. Those who will 
wear hats will find them tailored in blue, black, white and 
brown. Daytime wear should be very colorful with many at- 
tractive accessories of red, silver white and blue. Late after- 
noon show blue, violet, green and orange of light material such 
as net, malline or gauze. 

CONCERNING THE FEET 

The fad to leave stockings at home is still indicated, but 
shoes, slippers and sandals will be important and more artis- 
tic. Here is a bit of information which may be checked on 
by anyone interested. Neptune is afflicting Pisces the feet. 
Has been doing so since 1928, causing unusual conditions of 
foot trouble and bringing scientific care of the feet forward. 
Those who are interested in shoeing the nation should put 
forth every effort to become efficient in the building of shoes 
as this condition lasts fifteen years and will be more apparent 
as time goes on. 

SPECULATION 

Trouble in speculation is certain and there seems to be no 
explanation offered. Don’t invest, but if you hold what you 
have, there seems to be a chance to recuperate, as Mercury ts 
trine the fifth house Neptune. 

There is still trouble over the food question and as Mars is 
square Jupiter the law will refuse to be interested in any 
issue brought forward in writing or speech. 

There are four benefic planets under the horizon and Jupiter 
is in the fourth house, so we all can say with the five little 
mice, “Home is the best,’ giving our attention to the things 
nearest our own dooryards and letting our neighbors do the 
same. As this is Presidential year, our own affairs will need 
attention to clean up all odds and ends. 
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CINCINNATI 


NO 
INSTALLATION 


PROBLEMS 
in this attractive market 


Organized to do one job well 
—well enough to win new 
clients consistently. We 
have yet to learn of one ac- 
count whom we have failed 
to please. 


In your window installation 
campaign Cincinnati is a re- 
sponsive market you should 
not overlook. 


VaVv 


Let Us Serve You With 
Effective Display Installations 
That Prove the Value of 


“Point of Purchase” Dominance 
VaAV 
Cincinnati Display Service 


Walter G. Vosler 
519 Main Street. Cincinnati, Ohio 
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MILWAUKEE 


offers you this 


ORGANIZED SYSTEMATIC 
Window Display Installation 


2»ztRVIiCeE 








There is as much difference 
between capable, organized 
display insta!lation service and 
the other kind, as there is be- 
tween your product and the 


“iust as good” on the market. 


We take the same interest in 
your work that you would take 
because we have long since 
learned that repeat business 
for us depends upon results 


for you. 


( TEFAN| 


INCORPORATED 
1920 W. VLIET STREET, MILWAUKEE, WIS. 
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Installation Work 
In 1932 


By JAMES J. BURNS 
UNITED DISPLAY CORP. 
BOSTON, MASS. 


I SEEMS certain that in 1932 advertisers generally are 
going to exert a greater pressure than ever before upon the 
window display installation service along the lines of price 
reduction. Advertisers claim, and not without a certain 
amount of justice, that they have been forced to readjust 
prices downward, or if this has seemed impractical to give 
a greater value in each unit of their product. Having had 
to face this situation themselves it has been only natural that 
advertisers have sought to decrease not only their operating 
expenses but their advertising expenses in every possible way. 

During the past year, the United Display Corporation, in 
common with other display services throughout the country 
have been requested, urged and even commanded to reduce 
prices in order to retain contracts. This situation, if it con- 
tinues, which it is likely to, during the coming year is, of 
course, a serious one; but I think that our experience in 
handling this situation in 1931 may be of some assistance to 
other services faced with the same problem during the coming 
year. 

We have always felt—and I think the rest of the industry 
agrees—that the prices charged for installations have never 
been exhorbitant, and in fact, too often have been far too 
low. Hence, it was our feeling that we should make every 
effort to resist a cut in price. We preferred to take the other 
alternative, i. e. instead of reducing the price, to give the 
advertiser a greater value for the money he expended with 
us. I do not know during 1931 of a single contract that we 
lost on account of our failure to reduce our established 
price. Despite a variety of cheaper bids from competitors 
we were able to maintain our prices entirely successfully. We 
did this simply by giving the advertiser a greater value. For 
instance, one of our regular advertisers decided to do some 
“shopping,” and he sent out for bids from ourself and from 
all other services in our territory; practically every other 
service quoted a lower price. We advised this advertiser that 
we would maintain the price, but in analyzing his display 
material which was reasonably adequate, we thought that 
the inclusion of four special plaques in each window and a 
special price card were necessary to round out the display. 
We had a good deal of surplus material on hand which could 
very readily be adapted for this purpose. Hence, at very 
minimum cost we constructed enough of these special pieces 
to include in each window and we advised the manufacturer 
that for his regular price we would include this special 
material of our own. 

The idea sold our client completely, but even in the face 
of lower competition we received the contract, and _ inci- 
dentally, the cost of this material we furnished by no means 
amounted to as much as the price reduction we were asked 
to take. 

In case of other manufacturers who give us a large 
volume we find it good business to construct two or three de 
luxe traveling displays for use in high spot locations. We 
construct these at no extra charge, and while individually 
they are fairly expensive, when the cost is charged off on 
the basis of a thousand or more windows our increased 
expense per window is neglible. 

These are but two examples of many ways in which 
better service and greater values can be given to the adver- 
tiser as an offset to decrease our price. Our feeling is that 
if services in general will study ways in which they can be 
of greater service, they can continue to receive the same 
price and thus keep the industry stabilized. 
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From The 
Field 


NEW ENGLAND DISPLAY SERVICE 
BOSTON, MASS. 


Duerinc a period of depression, it is quite natural for 
a manufacturer to retrench from an advertising appropria- 
tion that he would ordinarily carry on during times of pros- 
perity. But, for the year ending 1931, our net sales were 
7.4 per cent higher than in 1930. For the first two months 
of 1932, our sales were 14 per cent over those of January and 
February, 1931. What does this prove? Just this. The win- 
dow display installation company that endeavors to give 
their clients, one hundred pennies value, for each dollar 
received, is the service that will forge ahead. (To further 
emphasize the point, we quote verbatim, a letter that we 
have received from Mr. R. W. Logan, Display Manager of 
the Northam Corp.) 

“Dear Mr. Copellman: 

“Thank you very much for your letter of March 3lst to 
which you attached photograph of the Cutex window display 
that you propose to use in all windows installed by your 
service. 

“Permit me to compliment you on the set-up. It is very 
nice indeed and we are confident that it will be the means 
of selling a quantity of our merchandise. Your extra efforts 
to make this display attractive is certainly appreciated and 
I personally believe that this style of window will become 
more and more popular as display services follow your 
example of giving the manufacturers a bit more than ‘is 
required.” 

During the latter part of 1931, our company was forced 
to seek larger quarters. We now occupy over 6,000 feet of 
floor space, solely devoted to window display installation. 
We do not anticipate that 1932 will be a banner year but 
we do feel that there will be enough business to cover over- 
head and that by the time we reach December 31, 1932, 
window display installation will be included in every na- 
tional advertiser’s appropriation. 

It is necessary for each and every installation service to 
help this prediction of mine by furnishing the national ad- 
vertiser with sound proof as to the circulation value of win- 
dow advertising in his territory, because in order to obtain 
recognition such as we are striving for, it will be necessary 
to publicize the low cost per 1,000 circulation using this 
media. Window installation should be sold by the service 
company and bought by the manufacturer, with the follow- 
ing slogan in mind, “What Price Display, or What Quality 
Display ?” 





P. J. GREEN COMPANY 
UTICA, NEW YORK 


We BELIEVE that more people are interested in what is 
planned for this year than in last year’s success or disappoint- 
ments. In this respect it will be interesting to note that P. J. 
Green Company have received more contracts for display in- 
stallations so far this year than the whole of last year’s busi- 
ness, and they did as well as anyone last year. 

Many of the advertisers whom they are serving have asked 
them to extend their territory that they may handle their 
entire display work. They are not throwing any business over 
their shoulder, but it is their experience that a smaller terri- 
tory served well is more conducive to profits and to satisfied 
advertisers than trying to cover the entire United States. The 
P. J. Green Company is serving Central and Northern New 
York and have 2,000 windows contracted to install at the time 
of this writing. 
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CHICAGO 


INSTALLATION 
HEADQUARTERS 


Perfectly appointed offices 
and facilities for efficient 
and prompt execution of 
installation orders. 


a 


Come and visit us and we 
will explain in detail the 
Fisher Method of Opera- 
tion, the last word in instal- 
lation development. 


” 


See for yourself the many 


benefits of the PHOTO- 
CHECKUP System, origi- 
nated by us. 


- 


A battery of dummy show 
windows of various sizes 
provides unusual facilities 
for the designing and creat- 
ing of model installation 
setups. Send us your latest 
window display material 
and we will gladly send you 
a photograph of a FISHER 


planned setup. 











Fisher Display Service 
560-562 West Lake Street 
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~What’s Happening to 


Lithographic 


Displays? 


BRADLEY] 


yu 
UIT 


smart 


—If the display calls for 
“Bradley” suits, and this 
“Bradley” display is used, 
like the copy, the customers 
will, “Slip into (the store 
and buy) a Bradley and then 
out-of-doors” ... Window 
displays will certainly get 
“in the swim” with this at- 
tractive display. It was de- 
signed and produced by 
Ketterlinus Lithographic 
Manufacturing Co., Phila- 
delphia, Pa.— 


BED y © : 


Cif. 


'{ La SG" 











9, 
Oy baby , 
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“BABY SOUPS 


| STRAINED VEGETABLES 


AND FRUITS 





DISPLAY 






oe ie ]-MINUTE 
aN OFACIAL 


—lIt is planned to use this new “Ambrosia” 
display—The 1-Minute Facial—during the 
special deal period of a two months’ dura- 
tion. The display is so designed that when 
the deal period is over, the dealer can dis- 
card two of the side cards and still have 
an effective all-year-round “Ambrosia” dis- 
play. Produced by Einson-Freeman Co., 
Inc., Long Island City, N. Y.— 


é a I 


Firestone 





—The “Firestone” display, produced by 
The Erie Lithographing & Printing Co., 
Erie, Pa., is now appearing throughout 
the country. It is a fine example of bold 
treatment of design and strong coloring, 
combined with an extremely realistic 
treatment of the product itself. Treat- 
ment of rain and sunshine on the dis- 
play carry out the theme of “Silent 
safety in any Weather”— 


—The success accorded the installation 
of this attractive “Clapp’s Baby Soups” 
display can best be cited by quoting part 
of a letter received by the Einson-Free- 
man Co., Inc., Lithographers, Long 
Island City, N. Y., manufacturers of 
the trim, from H. W. Roden, director of 
sales and advertising. Harold H. Clapp, 
Inc., “It clicks in the interest arresting 
and sales compelling tie-up which was 
needed under our agency plan of 
selling”— 
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1932 


as in 1931, 1930, 1929, etc... B& L Optical BAUSCH & LOMB OPTICAL CO. 
Co. picked outstanding window displays wae 

for their dealers and E-F Co. has been ee 
fortunate enough to create and manufac- 
ture them ... Again this year M. C. 
Williamson, M.S.S.D., writes our N. J.L.: 


January 12, 1932 


“our trade enthusiastically Stars and Borden Avene 
declares it one of the most Attention: Mr. N. J. Leigh 
beautiful and effective we Gentlemen: 

a“ May I again congratulate you on your intelligent 
have ever offered. interpretation of our 1932 display requirements. 


The series of monthly Orthogon displays has all of 
the qualities we called for -- dignity, restraint, 
beauty, timeliness and selling value. The Arista 
display presents the advantages of Rimless eye- 
wear convincingly and our trade enthusiastically 
declares it is one of ths most beautiful and 
effective we have ever offered them. 























“ We appreciate your eagerness to serve and your 
ability to do so. 





Yours very truly, 











points fo many batting av 
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Curistuas Greetinc 
Six of a. series of 12 displays Vi ake 2 
on eyesight conservation. Socal 


May sop inesain ti This year, give your eyes a vacation too. 
Of the world that rowel Wear Orthogon Soft-Lite Lenses. They 
May you ever kaow give protection from glare and fill your 


OF the frisecks yeu prescription accurately - from rim to rim. 
May you know good 
in rinercen tiie tal 
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Planned to sell 
the idea of rim- 
less eyewear. 


EINSON-FREEMAN CO. INC. 


LITHOGRAPHERS 















OFFICES AND MANUFACTURING PLANT investors: and Hisneianeme 


the Einson- Freeman Patented 


STARR & BORDEN AVENUES, LONG ISLAND CITY, N. ¥. Double Tier Container. Licensee 


for Canada ... Somerville Paper 
NEW ENGLAND OFFICE - 302 PARK SQ. BLDG., BOSTON, MASS Boxes, ltd., london, Ontario, 


WESTERN OFFICE - WRIGLEY BLDG., CHICAGO, ILL. Canada 





“eat RECEPT] 





—In speaking of “reception” this 
smart U. S. Apex Radio display was 
certainly a “winner” when introduced 
at the height of the football season. 
Colors, as appropriate of the season 
as the display was of the product, 
were maroon, orange and purple. 
The display affords a very close tie- 
up between copy, pictorial and prod- 
uct. Produced by W. P. York, Inc., 
Aurora, Ill.— 
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What's Happening to 
Process Displays? 


PRECISION does it 


On 





we 
ND 


tuni on all 
: Petations 


All your favorite 
stations 
permanently 

- announced 


in light. 





SINCE BROADCASTING BEGAN 
1931 


—lIt’s different! it’s distinctive; it’s colorful; it’s smart, in fact, this 
“Fada” Radio display was developed to dramatize “Fada’s” automatic 
flashing neon tube which is for station tuning. The display is 24 by 
36 inches in size; is in eight beautiful colors, varnished, and the long 
slot had in back of it a revolving heat motion cylinder which brought 
into view each one-third revolution the neon color tube when it was 
lit. Designed and produced by Ivel Displays, New York City— 








—In the April issue of DISPLAY 
WORLD a “photo finisher” trim was 
reproduced that suggested a “new 
field to conquer.” The Servisign 
Studio, Newark, N. J., producers of 
the display reproduced last month 
are also the producers of the display 
reproduced here. It is the spring 
display; is in yellow, green and reds; 
center panel is 21 by 30 inches, side 
panels 11 by 26 inches. The display 
is so distributed that the finishers’ 
territory do not overlap— 


Buy il 


from what 


The 
ACTIVATOR 


4 
Thrifty Washer 


h ist ue eee & Printing: # 
> 10 Oba Expenrs | 





it saves you, 


O- 


jOME i MTAUNDRY 


washes 
dothes 


~ ELECTS 
EQUIPMENT 





Thrifty People 


—The Leo H. Fuller, Inc., Long Island City, New 
York, organization, in designing and producing this 
interesting and attractive “Activator” display for 
General Electric, introduced a five-piece display with 
the set-up calling for installation around an actual 
washing machine. This display had very wide dis- 
tribution among the dealers and proved very pro- 
ductive— 


FRONERS 
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WAGHORN-WHITSON DISPLAY SERVICE 
PHOENIX, ARIZONA 


Dverinc January of this year the former Whitson-Smith 
Advertising Service, and the Merchants Window Service 
consolidated to form the Waghorn-Whitson Display Service. 
The Whitson-Smith Service had been operating in Phoenix 
for two years, and the Merchants’ Service for about ten 
years. Both services were doing local display work as well 
as national advertising. 

During 1931 they had among their national accounts 
Camel, Squibb, Iodent, Flit, Union Oil, Armour, Duco, Mc- 
Aleer, Hinds, Lysoi, Pebeco, M. J. B., S. W. Coffee, Hormel 
and Ever Ready. Their greatest achievement in 1931 was 
winning third prize in the national Westclox display contest 
with a display designed and installed by them for a local 
drug store. 

With their present set up they handle both local and na- 
tional advertising display work, and in conjunction with 
the Advertising Guild produce window cards, commercial art, 
cut-out and silk screen work. So far this year they have in- 
stalled Camel, Squibb, Holsum, Bordon (Maracopa) Max 
Factor, Armour and are just starting a campaign for Coca- 
Cola. In spite of the depression or panic, or what ever it 
may be called, they are moving ahead in a very satisfactory 
manner, and plan to make 1932 their big year. 





BIRMINGHAM DISPLAY SERVICE, INC. 
BIRMINGHAM, ALABAMA 


Tue Birmingham Display Service was organized, incorpo- 
rated, and is located in the City of Birmingham, Ala. The 
majority of their contracts are for local territory, but on 
several contracts they cover the entire state. 

Up to 1932 they confined their activities to window instal- 
lations, but beginning in January, of this year, they are offer- 
ing the manufacturer a much more complete service. Their 
plans cons’st of an extension and enlargement of their facilities 
whereby they can offer the manufacturer, as well as the indi- 
vidual, merchandised window displays, certified sample distri- 
bution, sign tacking and a very complete sign and card writ- 
ing department. They own their own business location, carry 
insurance on all manufacturer’s material, have ample stor- 
age facilities, and are well located in the business district. 

Their aim in 1932 is to give the manufacturer a 100 rer 
cent honest and reliable service that they desire and expect, 
knowing that only in this way will it he possible for them 
to attain the maximum success. 





OKLAHOMA WIND-O DISPLAY 
OKLAHOMA CITY, OKLA. 


Ix view of the fact that a number of the weaker manufac- 
turers requested a pr.ce reducticn if they are to continue win- 
dow advertising for 1932, the Oklahoma Wind-O Display or- 
ganization found it advisable to erect an additional building, 
80 feet by 25 feet. They are getting ready for a bigger and 
better window advertising business than ever before enjoyed. 
In these days of economy, window displays have demonstrated 
their value over and above other forms of advertising to such 
an extent that by 1933 window display space will be at a 
premium. 


JOHNSON DISPLAY SERVICE 
DULUTH, MINN. 





More national advertisers are using the facilities of the 
Johnson Display Service in Duluth than ever before. Why? 
Because they are assured of high spot locations and instal- 
lations strictly according to specifications. Their check-up 
reveals showings of from ten to fourteen days on all displays. 

Advertisers using the Johnson Display Service include the 
following: Anheuser-Busch, The Bayer Co., Brown-William- 
son Tobacco, Bauer & Black, Blatz Brewing Co., Campana 
Corp., Coca Cola Co., Conti Products Corp., Gillette Safety 
Razor, Iodent Chemical, Lamont, Corliss & Co., Ex-lax, Inc.. 
The Mentholatum Co., Ret Products Corp., Chas. H. Phillips 
Chemical, Stanco, Inc., The Wanders Co. 


———— 
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“MIXED.... 


with Brains, Sir’ 


When asked by a student what he mixed with 
his paints to achieve such marvelous color effects, 
the old master Whistler answered, “Sir, I mixed 
brains with my paints. 


Only a few days ago a man who has achieved 
outstanding success in the fields of merchandising 
and sales promotion remarked, 


“The results I obtained from a window instal- 
lation service is in direct ratio with the intelligence 
and experience of the executives in charge of that 
installation company.” 


After all, the physical possessions of an instal- 
lation service such as their crew of trimmers, their 
office, their studio, are merely tools with which to 
work. Such use of these tools that can best be ap- 
plied to fashion for the advertiser maximum results, 
depends entirely upon the intelligence of the men in 


charge. 


Just check over these salient points of DIS- 
PLAY-WELL’S SERVICE now being rendered to 
many prominent national advertisers, and convince 
yourself that this organization is your logical choice 
for the New York Market. 


1. Keeping everlastingly at it brings success. 
We have been at it for over twelve years. 


2. A thorough knowledge of the New York 
Market through constant persistent per- 
sonal contact with the retail trade. 


3. Only trimmers of unquestioned integrity 
and highly skilled employed by us. 


4. Absolutely dependable in keeping appoint- 
ments and keeping dealers satisfied. 


5. Unfailing and consistent high quality work 
gives us full confidence and friendship of 
the retailers. 


6. Close supervision and checking of every 
window installed. 

7. Trimmers assigned to fixed territories, 
thereby establishing valuable personal 
contact. 

8. A thorough knowledge by DIS-PLAY- 
WELL’S executives of present-day mer- 
chandising problems with their finger con- 
stantly on the pulse of the New York re- 
tailer. 


Step by step over a period of years eliminating 


unessentials and adding to the structure of our or- 


ganization, we have built as comptete and as per- 
fect a window installation service as is possible, 
under conditions we have to contend with. 


Our studio windows, the aid of our skilled trim- 
mers and our knowledge of the New York Market 
are always at the disposal of prospective clients. 


DIS-PLAY-WELL, Inc. 


23 East 22nd Street New York City 


~ 
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—This counter, show case and window dis- 
play for “Travannes Watches,” manufac- 
tured by the “Nu-Displaywell Case Co., 
New York City, contains a number of novel 
constructional features. The display stands 
23 inches high, constructed of metal with 
steps and curved front base of wood. The 
entire job was formed before decorating. 
The picture was processed in five flat and 
two transparent colors mounted in a curved 
niche and illuminated. The yellow gold 
coins (plated) and nuggets were cast espe- 
cially for use in the display— 


—The “General Display Case Company, 
Inc., New York City,” have certainly pro- 
duced an attractive and practical display 
to advertise the cosmetic and perfume line 
of “Charles of the Ritz.” The base of the 
display is of heavy nickel plate, with a 
tubular bulb on the inside; the glass is 
10 inches long and 6 inches high, sand- 
blasted with the reading matter of the sign. 
When illuminated the sign is extremely 
beautiful— 
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What’s Happening to 
Store Displays? 
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—The “American Asphalt Paint 
Company,” in merchandising their 
new product, “Valdura Asphalt Alu- 
minum Paint,” had “W. L. Stens- 
gaard & Associates,” Chicago, IIL, 
design and produce the smart counter 
display reproduced above. The dis- 
play stand is made of metal with 
etched aluminum trimming, and its 
dealer response has_ been  tre- 
mendous— 





—-This unusual method of pil- 
ing up a pyramid of baby pow- 
der cans enables the dealer to 
place more merchandise on the 
counter in a modern, artistic 
and attractive manner. Cards 
produced by Einson-Freeman 
Inc., Long Island City, 


N. Y.— 











—In producing this in- 
teresting display for 
“Clapp’s Baby Soups,” 
the ‘“Shonk Works,” 
American Can Company, 
Maywood, Ill, have 
made a notable contribu- 
tion to store displays. 
The display is made of 
metal with the design 
and copy lithographed 
on. It has had quite a 
broad distribution among 
the drug trade— 
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THE “SUN” ADVERTISING CO. 
CALIFORNIA 


Tur Sun Advertising Company, operating two divisions 
in California, has made notable progress during the past 
twelve month period. Direct-mail solicitation has placed their 
name and service in every corner of “these United States,” 
and the response from national advertisers has been very 
gratifying. Their new booklet, “Completing the Merchandise 
Circuit,” has enjoyed a wide circulation—in fact, another 
booklet is in the course of preparation. 

A new method of checking windows by means of a store 
diagram which shows the actual location of the store in 
relation to street car lines, transfer points and other stores 
in the neighborhood is being instigated. No photograph or 
dealer’s receipt will ever give this information and they be- 
lieve that this new method will be one that combines the 
virtues of both a photograph and a dealer receipt. 

Experiments with modern display materials—“Billow- 
Pak” and its like—have enabled them to render a new de- 
signing service, especially in the installation of interior dis- 
plays in drug and grocery stores and markets to advertisers. 
Their newly organized grocery division is handling many 
food displays, and this department is much sought after by 
manufacturers that want to present their products in new 
atmospheres. 

Conditions in California, especially in Southern California, 
are showing new activities. The Olympic Games to be held 
there this summer will stimulate business to a “healthy” de- 
gree. Half a million visitors are expected to attend the 
games. This means better business for everyone, including 
the manufacturers that operate in that territory. 





PENNINGTON-SCOTT DISPLAY SERVICE 
BIRMINGHAM, ALABAMA 


Tue past year has brought many rapid advances in the 
display installation field in Alabama territory. All installation 
companies have progressed from old systems of making instal- 
lations and are “recognizing more and more the necessity of 
creating sales-making windows instead of simply mechanically 
placing manufacturers’ display material. 

Pennington-Scott are experimenting with the new material, 
“Billow-Pak” in creating more attractive displays. The photo- 
graphic check-up has been inaugurated and has resulted in bet- 
ter windows in better locations, and is an additional step to- 
ward proving to the manufacturer that he is getting the sup- 
port promised by the installer. With a force of five experinced 
trimmers, Pennington-Scott installed over 5,000 windows in 
Alabama territory last year for twenty-one different national 
advertisers, and 1932 will see an increase in number of dis- 
plays for at least eleven of the accounts, as well as new ac- 


counts. 


With the rapid advances in types of display material, and 


more exacting requirements of advertisers, the above firm is 
continually striving to improve their service both in making 
more effective displays and in increasing dealer cooperation 
with the advertiser. Prompt and courteous replies are always 
given to all inquiries. 





DAVISON DISPLAY SERVICE, INC. 
OMAHA, NEBRASKA 


A SPLENDID business was enjoyed by the Davison Dis- 
play Service during 1931, and so far 1932 has been very prom- 
ising. Practically all of their old accounts are with them 
again this year and a few new ones. 

A branch office has recently been opened in Denver, Colo., 
with A. N. Cowley as supervisor. Mr. Cowley has been with 
the organization for two years in Lincoln and previously spent 
four years with a large tobacco company doing installation 
work. With the three offices in Lincoln, Omaha, and Denver, 
they are now one of the largest services in the Middle West 
offering services in Western Iowa, Nebraska, Colorado, and 
Wyoming. They have a list of over 100 national advertisers, 
many of which have been served continuously since the open- 
ing of their service in Lincoln five years ago. 
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Ter THIS TEST 


LACE an open book where it can be seen and handled 

easily by your customers. Then observe the number 
who actually pause to scan the reading as they uncon- 
sciously turn the pages. 

No one who can read can resist the invitation of an 
open book. Book-O-Matic is an attractive open book to 
be placed in your display window. Eight pages of your 
advertising are turned mechanically permitting a complete 
reading of each page. 

The simple mechanism operates on 110 volts. It can not 
get out of order. Your advertising message carries from 
page to page like a continuous story. You may use illus- 
trations and change the copy as often as you like. 

Book-O-Matic is strongly made of wood and metal, fin- 
ished handsomely in red and gold with a reflector light. 
It will last a life time and comes to you complete, ready 
for your advertising for $45,00. 


ERISMAN 


Advertising Display Company 
61 Whitehall St. New York 





SCHOOL 





Bean EXPERT 
not an experiment @ 


@ 

2 The man who knows only a small part of his 

GC calling, limits his chance to get ahead—Invest 

« in yourself. 

- A study of Window Display, Advertising, or 
Card Writing will return big dividends in all 
your after-life. 

Decide now to investigate. Write today. 


THE KOESTER SCHOOL 


367 W. ADAMS STREET CHICAGO 





Jewel Electric Specialties 


Our Jewel Travel 
t F Ppa Raat ie et SS Word Sign shown 
: § “4 here has room for 20- 
! word message. It is 
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ee cet 

“fl WENDOW ADVERTISING} 
ie ; oie 
brilliantly lighted and can be changed 
quickly by merchant. 
MAYER’S MOVABLE ELECTRIC TURN- 
TABLE has been purchased by us and we 
make many new designs in Chrome. 
JEWEL ELECTRIC FOUNTAINS. We 
have over 30 new designs of portable elec- 
tric fountains for display. Also large color 
change fountains. Send 6 cents for large 
catalog. We want reliable distributors. 


JEWEL ELECTRIC & MFG. CO. 
4505 Ravenswood Ave. CHICAGO 
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DIS-PLAY-WELL, INC., 
NEW YORK CITY 


, HE opinions of leaders in modern merchandising methods 
seem to agree that today the combat for increased business 
has centered itself at the retail outlet. Of course the neces- 
sary assistance of such advertising methods as magazines, 
newspapers, posters, etc., has in no way lessened in value. 
But the problem of converting the educational and missionary 
work that these mediums perform into sales, and obtaining 
the dealers backing, is focused at the point where the goods 
are sold. 

As this condition becomes more obvious to the advertiser, 
competition for space in the dealers’ window naturally be- 
comes greater. And this increased competition means that 
the chances for an advertiser to obtain a showing of his dis- 
plays by simply mailing the display to the dealer and expect- 
ing him to put it in, has become practically nil. 

The logical solution, of course, is to stop wasting his 
money by stocking the dealers’ cellar with display material, 
and devoting a greater portion of his budget to provide re- 
liable window installation service. What does all of this 
mean to us who are in the installation business? It simply 
means that our chances for increasing our business are be- 
coming greater every day. 





HARRISON-SMITH WIND-O-DISPLAY 
COTTONDALE, FLORIDA 


On May the first, with new equipment, a new force 
and a new name,*the Harrison-Smith Wind-O-Display and 
Decorating Company (formerly Harrison Wind-O-Display 
Co.) will open the doors of their new establishment. Their 
service will cover all of Florida, Alabama and Georgia with 
window display installations. Starting with a staff of four- 
teen men they expect to offer the advertiser complete mer- 
chandising and installation services. The photo check-up 
system will be employed as well as personal inspection of dis- 
plays, and this definite check-up system will assure the ad- 
vertiser the very best of service. Only the best material will 
be used in their window display department, and only the best 
displaymen that can be found will be employed to do the in- 
stallation work. 





SOUTHERN WINDOW DISPLAY SERVICE & 
SALES, INC. CHARLOTTE, N. C. 


Tue fiscal year for the Southern Window Display Service 
& Sales, Inc., ended March 31, and in looking back on that 
period, many installation problems presented themselves. Also, 
there have been many changes in the views of the manufac- 
turer using window display advertising. Some have been very 
constructive and others totally destructive. The writer cannot 
conceive of, or imagine, why a man in charge of letting win- 
dow display contracts (after all the educational work and help 
given them by original display services) will let a contract to 
people who have no original service, no method of doing their 
work, and who do inferior crepe paper and merchandising 
display work. The manufacturer gets his windows installed 
at 25 or 30 cents less per window, but he loses many times 
that much in paying out free goods in unattractive displays—- 
and displays not receiving full-time showing in windows. 

If manufacturers desire a real national organization to take 
care of window display advertising, they must cooperate with 
such an organization, and this cooperation means treating the 
window display advertising profession as a profession that 
knows its business. When suggestions such as locations, price 
of certain types of displays, etc., are raised between the manu- 
facturer and display service, the manufacturer should study 
closely the entire conditions before he makes his decision-- 
instead of following the line of least resistance and giving the 
contract to one who only offers a lower price. 





A. J. COFFEE & SON 
MACON, GEORGIA 


Do YOU know that 200 good window display locations are 
in Albany, Americus, Ashburn, Barnesville, Baxley, Camilla, 
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Cordele, Cochran, Cairo, Dublin, Fitzgerald, Fort Valley, 
Forsyth, Griffin, Hawkinsville, Lyons, Macon, Milledgeville, 
Moultrie, Mountezuma, Oglethorpe, Pelham, Quitman, Swains- 
boro, Sandersville, Thomasville, Thomaston, Tifton, Tennille, 
Vienna, Valdosta, Wrightsville, Waycross, with over twenty- 
five in Macon alone? 

Do you know that this territory covers about half the state 
of Georgia, from Griffin to Valdosta, known as the Peach Belt, 
and is a very prosperous section? As the roads in this sec- 
tion have been improved greatly in the past three years, A. J. 
Coffee & Son are now able to install window displays, and 
distribute hand bills (house to house) in these towns, pro- 
vided the quantity is sufficient to warrant a trip over the whole 
territory; or a smaller trip over part of the territory. 





SOUTHERN WINDOW DISPLAY SERVICE & 
SALES ELECTS OFFICERS 

At the regular annual meeting of the stockholders of the 
Southern Window Display Service & Sales, Inc., the following 
were elected directors for the ensuing year: H. W. Van Horn, 
B. K. Roberts, W. H. DeLamater, J. D. Alexander, Charlotte 
office; L. W. Boyd, Raleigh office, manager; R. E. Sehorn, 
Greensboro office, manager. 

At the annual meeting of the directors the following were 
elected as officers of Southern Window Display Service & 
Sales, Inc., to serve for the ensuing year: H. W. Van Horn, 
president and treasurer; W. H. DeLamater, vice president; 
B. K. Roberts, secretary and assistant treasurer. 





HAWKINS DISPLAY SERVICE 
SOUTH BEND, INDIANA 

Hawkins Display Service—unique inasmuch as it is 
operated by a registered pharmacist—was organized in 1926; 
their first account being an SSS contract. While their terri- 
tory isn’t as large as other installation organizations, this 
progressive installation service is now handling contracts 
with more than twenty-eight different national advertisers. 
Among accounts handled last month were Kolynos, SSS, 
Cremo Cigars, Eveready, Old Gold, Edgeworth Tobacco and 
Furnas Ice Cream. The territory covered in and around 
South Bend consists of Mishawaka, Elkhart, LaPorte, Goshen 
and Michigan City in Indiana, and Niles, St. Joseph and 
Benton Harbor in Michigan. 


THE OGGWAY DISPLAY-ADVERTISING SERVICE 
SHARON, PENNSYLVANIA 

The national installation field will indeed be surprised 
and pleased to learn that I. E. Ogg, formerly display di- 
rector W. W. Moore Co., Sharon, Pa., and treasurer, I. A. 
D. M., has resigned his position with Moore’s to establish 
“The Oggway Display-Advertising Service.” Mr. Ogg will 
specialize in all types of decorating, developing a service 
that will serve national advertisers in the Sharon territory. 
Surely, with over a quarter of a century of display and store 
promotional experience, Mr. Ogg will be capable of develop- 
ing a service that will prove of great worth to the national 
field. 


HAENES DISPLAY SERVICE 
SOUTH BEND, INDIANA 

Harold Haenes, for eleven years display manager and 
card writer, Robertson Bros. Co., South Bend, Ind., has 
recently opened a window display service. His years of dis- 
play work and contact with the national advertising field 
has well fitted Mr. Haenes for work in the field of national 
display installations. The new service will include, besides 
general installation work, window decorating, sales pro- 
motions, sign, banner and advertising work. 


RALPH G. SMITH SERVICE 
PROVO, UTAH 

A new window display installation service has been 
opened in Provo, Utah. Mr. Ralph G. Smith heads the new 
firm which plans to cover their territory very thoroughly 
with national advertisers’ displays—their desire being now to 
enlarge their field. Mr. Smith has had twelve years’ expe- 
rience in advertising and display work, and is very proficient 
in the use of crepe paper. 
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ALBANY, N. Y. 4 BUFFALO, N. Y. 
659 Broadway 378 Pearl St. 
SYRACUSE, N. Y. CC orrices ROCHESTER, N.Y. 
518° S. Clinton St. 165 St. Paul St. 
Windo-Crait Display Service Ine. 
Home Office Buffalo 


A Leading Service Satisfying Over 
150 Leading National Advertisers 


DISPLAY SERVICE DIRECTORY 


A Guide jor National Advertisers 














ARIZONA—Waghorn-Whitson Display Service, 142 S. Center. Phoe- 
nix, Ariz. Covering population centers of Arizona. 


ATLANTA, GA.—Virgil W. Shepard, 21 Courtland St., S. E. Oldest 
and largest service in the south. Organized 1905. Ask Association of 
National Advertisers. 








AUGUSTA, GA.—M. F. Barton, 1424 Glover Street. House to house 
distributing and window displays. 





\ 





BENJAMIN CHARLES MARGOLIS 
WINDOW DISPLAY SERVICE 


BALTIMORE ---W/ ASHINGTON 


24 S. Charles Street, Baltimore, Md. 
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LOUISVILLE, KY.—Myers Display Service, 427 E. Broadway. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
service. “ASK ANY ADVERTISER.” 


MEMPHIS, TENN.—Memphis Window Disp. Serv., 183 Vance Ave. 
MILWAUKEE, WIS.—STEFAN, INC., 1920 W. Vliet St. Covering 


Milwaukee and principal Wisconsin cities exclusively for national 
advertisers. 











NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR NEW JERSEY 











AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





BOISE, SOUTHWEST IDAHO~-J. A. Wright, P. O. Box 1292. 





BOSTON, MASS.—New England Display Service, 108 Massachusetts 
Avenue. Covering New England States. We specialize only in 
national advertisers’ window displays. 





BOSTON AND NEW ENGLAND—Bas-Man Display Service, 280 
Friend Street. Windows of distinction for national advertisers. Most 
satisfactory references. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 73 Main Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 


CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 








CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 








CINCINNATI 


AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 
402 Industries Bldg. Dayton, Ohio 














COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 


NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install “merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“‘Merchandised Window Displays.” 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 
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NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














NORTH & SOUTH CAROLINA.—Southern Window Display Ser- 
vice & Sales, Inc., Room 404, First National Bank Bldg., Charlotte, 
N. C. Branches at Raleigh, Greensboro, Asheville, N. C., and Green- 
ville, S. C. 





ORANGE, Texas—Walter Journeay, 1003-4th St. Real Service. 


OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
16443 W. Main St. Tulsa and Oklahoma City. 








PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Albert F. A. Beck, 4744 Liberty Ave. Guaran- 
teed installation in Pittsburgh’s drug market. Personally supervised 
and checked. Established and well known to the drug trade. Satis- 
factory references furnished on request. 





PITTSBURGH, PA.—Ryan Display Service, Broad and Station 
Sts., E. E. H. J. Ryan, Mgr. Thoroughly covering Pittsburgh terri- 
tory and Western Pennsylvania. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 

QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 

RICHMOND, VA.—Robert Waitt, 523 E. Main St. 


ROANOKE, VA.—Roanoke Window Display Service, Box 1144. 

















SOUTH BEND, IND.—Hawkins Display Service, 510 West Navarre 
St.. LeRoy S. Hawkins, Mer. Including Mishawaka, Elkhart, 
Goshen, LaPorte and Michigan City in Indiana and Niles, Benton 
Harbor and St. Joseph in Michigan. References galore. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service 
621 Nebraska St. The only service covering Sioux City, Iowa, and 
Sioux Falls, S. Dak. 


ST. LOUIS, MO.—Thornhill’s Display Service, 807 Mart Bldg. Com- 
plete and reliable window display service for national advertisers. 
Satisfied clients. 


SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley, 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 


SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A.H. Olson, Manager. A reliable and established display service. 


WATERLOO, IOWA—Henson Display Service, 329 Mulberry St. A 
complete window display service in this vicinity. 
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never slow down — even for brides! 


They are the fastest working tool an 
artist ever had —and the most depend- 
able. They line with sureness and 
strength —in clean-cut, even lines that 
give character to the drawing and 
increase the interest. 


Drawlet Pens are as satisfactory in 
operation as they are dependable in 
result. Every mechanical feature is 
sturdy and simple. 


1. They clean easily and quickly. 

2. They carry large, readily filled 
reservoirs. 

3. The reservoir can be raised or low- 
ered time and time again to regu- 
late the flow of thick or thin color. 


Drawlet Pens also offer infinite variety 
with their nineteen nibs — five round, 
five square, nine shaded. Try your first 
Drawlets wih our compliments. Just 
send your name and address, and you 
will receive your FREE sample. 


ESTERBROOK PEN COMPANY 
80 Cooper Street Camden, N. J. 
or Brown Bros., Ltd., Toronto, Canada 
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$3.300 “KAYSER” WINDOW 
DISPLAY CONTEST 

All dealers in the United States carrying Kayser hosiery 
are eligible to enter the new $3,300 “Kayser” window dis- 
play contest providing they have a stock of twenty dozen 
“Fit-All-Top” Hosiery at the time the window display ap- 
pears. 


DISTRIBUTION OF PRIZE MONEY 


First group—stores in cities of 100,000 and over—lst 
prize, $1,000: 2nd prize, $500; 3rd prize, $250; 4th prize,$100. 
Second group—stores in cities up to 100,000—I1st prize, $750; 
2nd prize, $400; 3rd prize, $200; 4th prize, $100. 


RULES OF CONTEST 


1—Contest opens May 1: closes June 15. 

2—All dealers in the United States carrying Kayser hosiery 
are eligible to enter, providing they have a stock of twenty 
dozen pairs of “Fit-All-Top” hosiery at the time the window 
display appears. 

3—Window display must be of Kayser “Fit-All-Top” 
hosiery only. 

4—Display must contain special “Fit-All-Top” panel— 
supplied upon request, express prepaid. 

5—Display must remain in store window at least three 
days. 

6—Photograph of display must be sent attention advertis- 
ing manager, Julius Kayser & Co., with slip attached, bear- 
ing contestant’s name and address. (Contestant must not 
write on reverse side of photograph.) 

7—All contestants will be reimbursed $3.00 each for photo- 
graphs. 

8—One or more displays may be entered. 

9—AIl marks identifying name of store and city will be 
carefully concealed before and during judging. 

10—Windows will be judged solely on selling appeal and 
artistic quality of display. 

11—All photographs of “Fit-All-Top” displays must be 
in the hands of the advertising department by June 15. 

12—Those joining contest address request to advertising 
department, Julius Kayser & Co., 353 Fourth Avenue, New 
York, N.Y. 





EXHIBITION OF UNUSUAL MOTION 
DISPLAY MERCHANDISERS 


It will interest displaymen, manufacturers’ and national 
advertisers’ to learn that the Mergenthaler Linotype Com- 
pany, Brooklyn, N. Y., will soon announce an unusual exhibi- 
tion of new mechanical products and display devices for 
retail and national displays. Items to be demonstrated include 
among other things their “Showmaster,” “Pendulum Power 
Unit,” “Mechanical Demonstrator” and their “Revolving Mer- 
chandiser.” These displays form the basic units for hundreds 
of different uses, resulting, of course, in a wealth of new 
display merchandising ideas. The exhibition will be the first 
of its kind, in tune with the times and certainly worthy of the 
time and attention of all merchandisers who are searching 
for new ways to develop new business. Mr. John G. Ruck- 
elshaus, formerly with Heller Brothers, Newark, N. J., is 
associated with “Mergenthaler” in sales work. The exhibi- 
tion is to be under the supervision of A. J. Collins, specialty 
products division. 





ADLER-JONES INTRODUCE 
“AD-ANGLE” PANELS 

With displaymen everywhere, working with “slashed” bud- 
gets, it has been necessary for manufacturers’, in develop- 
ing new display products, to consider “the cost” of the dis- 
play as most important. But, when a manufacturer intro- 
duces a product that, besides being ridiculously inexpensive, 
is extremely attractive, adaptable and effective, our words of 
praise for the new product will seem meager in comparison to 
the reception the display field will accord “Ad-Angle” panels. 
No description we could write would justify the introduction 
of this new product. We suggest that the reader write the 
Adler-Jones Co., 651 South Wells Street, Chicago, Ill. for 
a descriptive folder. 
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“DAMAGE-PROOF” DISPLAY. BOARD’S 
USES TOLD 

How Douglas Fir Plywood, the new “damage-proof” dis- 
play board, brings distinct practical advantages to this feld 
was described by A. R. Wuest, chairman of the Douglas Fir 
Plywood industry’s cooperative executive committee, at a 
recent meeting in Seattle. 

“This is the first year Douglas Fir Plywood has been in- 
troduced to the display profession as a whole,” explained 
Wuest. “However, a good many displaymen located in vari- 
ous sections have of course discovered its possibilities for 
themselves, and on the Pacific Coast it has been in general 
use for some time. In brief, the chief benefits of our product 
for displays are its greater permanence and its wide variety 
of use. Since it can’t be cracked or split, and is highly re- 
sistant to warping or surface damage, it is exceptionally 
useful for any display purpose in which long wear is de- 
sirable—for window and counter fixtures, decorative panel- 
ing, partitioning, signs, sign frames, screens, display shelv- 
ing, and other uses of the kind. Yet it is light enough and 
workable enough to be suitable for practically any display 
unit—from giant signs or display bracing, requiring great 
strength, to fine cut-out or filigree work in which it com- 
bines good appearance with an ability to be sawed with hand 
or power saws without breaking. 

“Another very useful feature of the material is the 
fact that it can be finished in many natural wood grain 
effects as well as with the ordinary display board finishes. 
This permits the liberal use of paneling and fixtures which 
have the strength and fine appearance of expensive hard- 
woods, at a cost little higher than that of wallboard. 

“We have received letters from men who make displays 
to be shipped from city to city, stating that Douglas Fir 
Plywood stands rough treatment better than any other 
material used—including even metal—and is so light despite 
this strength that it reduces shipping weights considerably. 
One displayman showed us a single packing case made of 
our product which he reported had saved him $1,200 in ship- 
ping costs during one year of travel.” 

The Douglas Fir Plywood industry is now operating a 
“cash-for-designs” plan by which it will purchase especially 
effective designs making good use of the material’s special 


qualities. This plan expires August 15th. 


BERT L. DAILY’S 
22ND BIRTHDAY 

May rounds out Bert L. Daily’s 22nd year as president 
of the Dayton supply house that bears his name. And in 
celebration of this birthday of the “Perfect Stroke” line Mr. 
Daily is making an unusual anniversary offer to the members 
of the card writing, sign painting, and display profession. 

With each order for five dollars or more received during 
the month of May, Daily is giving a new knife know:: as the 
Gitsnife. This knife, a regular dollar value, is entirely unlike 
any other that has ever been on the market. It is equipped 
with one blade of razor steel which slides in and out of the 
handle. being adjustable to any of four lengths. It opens 
with one hand and is adaptable to many tasks beyond the 
abilities of an ordinary pocket knife. Mr. Daily chose this 
as his Anniversary gift because of its great practicability to 
men of sign, card and display professions. Every reader of 
this publication is invited to take advantage of this limited 
offer by sending an order for five dollars or more before 


June 1. 


EYE-CATCHING IDEAS 
“SPRING DISPLAYS” 

The April, 1932, “Eye-Catching” ideas bulletin of “spring 
displays,” is the third of a series of display background 
designs—with building instructions—to be issued to the dis- 
play crafts by The Celotex Company, 919 North Michigan 
Avenue, Chicago, Ill. The April bulletin contains a com- 
plete background design as well as two unit background de- 
signs and a window valance. Also, an article treating on, 
“Warping of Fibre Wallboards.” The background designs 
are prepared by E. O. Burdg. (Displaymen not receiving this 
monthly bulletin should write The Celotex Company.) 
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MESSMORE & DAMON 


We have a number 
of mechanical display 
pieces that we guar- 
antee to be in perfect 
condition, some of 
these pieces have 
never been used. 


We will sell many 
of these selections 
at one-half price 
and others at less 
than one-half price. 


R 
T 
E 
FOR SPECIAL LIST! 
Vv 


MESSMORE & DAMON 
404 West 27th Street 
New York City 
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The “Packaging 
Show” 


CHICAGO 
1932 


Arter a very thorough examination of the many beau- 
tiful packages displayed at the Second Annual Package Ex- 
position, Chicago, it probably seemed to some that in the 
anxiety to produce a modern and extremely simplified pack- 
age too many manufacturers are running the risk of making 
their packages look very much alike. An enormous business 
has been built around certain figures or trade marks on 
packages; they are as familiar to the American public as 
the American flag, and while we hear, “change the design,” 
“change the package,” “change the color” on every side, it 
is not believed that the owners of such valuable packages 
are going to deliberately change them over night. It seems 
unwise to take a package that has national recognition and 
put it into the great mass of unrecognized packages by 
changing its appearance. This would seem to be almost as 
dangerous as changing the name of the product itself. 

The three cardinal points which Roger L. Putnam, presi- 
dent, Package Machinery Company, Springfield, Mass., be- 
lieves must be included in the profitable package, are 
“economy, appearance, and protection.” “No one of these three 
elements,” he said, “should be emphasized to the exclusion of 
the others. A proper balance must be struck, but, of course, 
the emphasis will vary with different packages. While it 
has been proper in recent times to stress the importance of 
appearance and protection, so as to produce packages that 
sell, it is fundamentally important to remember the first 
essential, so that the packages may be sold at a profit. Too 
often in designing new packages, this feature is forgotten, 
and frequently, in design, small things could be changed 
which would not lessen the appearance value, but would 
save materials or would help in the automatic production. 
Any one turning out a package nowadays should contemplate 
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its being produced automatically. In the early stages of 
development, machine production may be impractical, but no 
manufacturer should saddle himself with a package that 
cannot be readily produced automatically when volume war- 
rants.” 

G. C. Wilson, sales manager, Norton Laboratories, said 
that in considerating a profitable package the aim should 
be “first, a package that keeps the goods sold—let it cost 
what it must. Second, a package that actually sells the prod- 
uct as well as itself for the reason that it fits into the modern 
trends of merchandising. Third, a package that is rich in 
appearance...” 

Urging more and more attention to the package’s sugges- 
tion power, L. B. Steele, assistant director of sales, DuPont 
Cellophane Co., Inc., said that “attractiveness is and always 
will be helpful. Design of new packages must be considered 
in connection with their position alongside other products 
on the counter.” 

Morris M. Einson, president of Einson-Freeman Company, 
Inc., demonstrated fifteen types of containers. 

A plan of procedure in working out a profitable package 
was outlined by H. H. Jones, sales manager, waxed paper 
division, Kalamazoo Vegetable Parchment Company. “The 
first move,’ Mr. Jones said, “should be to decide the class of 
trade to whom the package will sell. The second major 
move, should be to get a package that will attract the eye 
and favorable attention of the class of trade you have de- 
cided the package is to sell to. The third move ... is to be 
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—Of all open display folding boxes sub- 
mitted, the Johnson & Johnson “Couettes” 
package was judged the best— 


—More than eighty manufacturers had dis- 

plays at the “Packaging Show.” Space, of 

course, would not permit publication of 

every display, but the nine booths illus- 

trated above will give the reader a fair 

conception of the attractiveness of some 
of the exhibits— 


—Unquestionably, the most attractive and 
interesting booth at the show was the 
“Armstrong Cork Company” display— 


—The Victoria Paper Mills’ “Tree Silk” 
Toilet Paper shipping case won the award 
for corrugated box shipping containers— 


THE VICTO RIA PAPER MILL 
COMPANY 
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sure the package will be convenient for the particular trade 
that it is to serve. Last... in the major moves in preparing 
the package should come the protection of the product being 
packaged.” 

Theodore H. Krueger, president, Better Packages, Inc., 
named nine advantages he believes are available to users of 
gummed tape for sealing packages. These advantages are: 
1. Gummed tape required to seal most packages costs less 
than the twine which would be needed; (2) about 30 per cent 
in labor and time required for tying the package is saved 
by using gummed tape; (3) less skill is required for taping a 
package than for tying it properly; (4) packages sealed with 
gummed tape have been found to be safer and stronger than 
corresponding packages sealed with glue or tied with twine; 
(5) gummed tape discourages theft; (6) gummed tape protects 
the package from dust; (7) gummed tape does not damage the 
container by cutting into the corners as is the case with twine 
or rope; (8) gummed tape does not injure the hands of the 
packer, and (9) gummed tape makes a smoother package. 

“Linit,” a preparation for the bath sold through drug 
stores, in open competition against some 400 packages devel- 
oped for many trades, was awarded the Irwin D. Wolf trophy 
for the “best package developed and placed on the market.” 


Among the winners of the eleven honorary awards for 
groups or classes of packages were several houses in the 
drug trade. The awards for these honorary groups were in 
the form of certificates. The classes follow: 

Open display folding boxes: Johnson & Johnson; 
“Couettes” package; corrugated box shipping container: 
Victoria Paper Mills, Inc.; Victoria “Tree Silk” toilet paper 
shipping case; multiple open display container: The Spool 
Cotton Company, cabinet for bias trim and sewing threads; 
glass containers: Richard Hudnut, Inc., Gemey Brilltantine 
bottle: family of glass containers: Curtice Brothers Com- 
pany, Blue Label! acre and Blue Label Tomato Juice 
Cocktail; set up boxes: Eaton Paper Company; green set-up 
package with etched square in center; family of paper box 
packages: National Sugar Refining Company of New Jersey; 
fourteen Jack Frost sugar cartons; wooden boxes or crates: 
General Box Company; for re-usable banana box; individual 
visible display packages: William D. Whitaker, for Blu/Bak 
dust pad package. 





42 DISPLAY 


On to Chicago 


FOR THE 35th ANNUAL 
I. A.D. M. CONVENTION 


By W. L. STENSGAARD 
PUBLICITY CHAIRMAN 


JUNE 6, 7 and 8 at the Sherman Hotel, Chicago, IIl., prom- 
ises to be an event in the history of merchandising display 
which will eclipse previous events in so far as real benefits to 
the attendants is concerned. Never before in the history of 
merchandising has it been so necessary for men to seek practi- 
cal means and methods by which to dramatize sales promotion 
events. Such dramatization must come under the heading of 
“Merchandise Display.” 

MORE THAN 50 

EXHIBITS 

Already more than fifty exhibits are arranged for, and each 
of these promise to bring unlimited sales ideas. These repre- 
sent exhibits from outstanding equipment and display property 
manufacturers from all parts of the United States. Many 
other exhibitors are negotiating and will no doubt be at the 
show. 
EDUCATIONAL 
PROGRAM 

The Educational program which has been arranged by none 
other than Howard Oehler, display director for the five Wie- 
boldt stores in Chicago, is truly educational. The Monday ses- 
sion will open at noon with a luncheon. An address of wel- 
come will be given by the Mayor of Chicago and a response ad- 
dress given by Charles Morton, display director, Weinstock- 
Lubin Co., Sacramento, Calif. Charles Morton is the oldest 
living I. A. D. M. member who has served as a president of 
the I. A. D. M. Channing Sweitzer, manager of the National 
Retail Dry Goods Association, will deliver a message of greet- 
ings from his organization. Frank Spaeth, manager of Sales 
Promotion Division of the same organization, will deliver an 
address on “Where and When the Display Plan Begins and 
Ends.” “Properly Directed Showmanship and its Potentiali- 
ties” will be the subject of Mr. J. H. Richter, display manager 
of The Fair, Chicago, and president of the Chicago Display 
Men’s Club. 

The Tuesday morning session will open with a talk by 
Geo. W. Crane, who is in charge of the Department of Psy- 
chology, Northwestern University. The subject is “Practical 
Aspects of Display Psychology—What Causes People to Look, 
Act and Buy.” This is to be followed by a very interesting 
subject, ““Mass-Selling of Fashions—Fashion Displays that Sell 
the Sales People, the Store, the Goods,” by a member of a well- 
known sales promotion organization. “Knowing You Know 
Your Job” will be the subject of a talk given by Edward Bais- 
beck, personnel expert, Thorndike, Deland & Associates, New 
York. J. R. Ozanne, who is known as a dynamic and interest- 
ing speaker, will have as his subject “If I Were Display Man- 
ager.” 

Tuesday afternoon we will hear a renowned speaker on the 
subject of “What Displaymen Should Know About Store Ar- 
rangement.” Flint Grinnell, manager of the Chicago Better 
Business Bureau, will discuss “Display’s Obligation to the 
Public. Wm. Scharninghausen, display director, The Bon 
Marche, Seattle, Washington, will deliver an interesting and 
illustrated talk, “The Place of Interior Display in the Sales 
Plan—Educating Department Managers and Sales People.” 
Homer S. Buckley, who is well known the length and breadth 
of the land as a dynamic speaker and an expert on publicity 
matters, will discuss in no uncertain terms, “Display’s Response 
to Diminishing Buying Power.” 

Tuesday evening a pre-arranged inspection and visit to the 
marvelous National Broadcasting Studios will be a source of 
unusual entertainment. 

The Wednesday program will bring to the attendants, “25 
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Display Promotions that Sold Merchandise.” These will be 
brought from every part of the United States, from the most 
aggressive and wide-awake stores. They can be fitted into your 
sales calendar for coming months and prove to be real money- 
makers. 

“Increasing Personal Effectiveness” is a subject to be han- 
dled by J. P. Currie, director of personnel of the Wieboldt 
Stores, Chicago. 

Wednesday evening will be the occasion of the annual ban- 
quet to be held in the beautiful Bal Tabarin room of the Sher- 
man Hotel. Another entertaining and educational event will be 
news and views of the World’s Fair Exposition, 1933. This 
will be an illustrated lecture. In addition to this there will be 
a trip through the Administration Building of the Chicago 
World’s Fair, and an inspection of building, models, lighting 
effects of exceptional exhibits and here will be revealed some 
of the most outstanding effects ever created for showmanship. 
Special trips have been arranged through the National Display 
divisions of either Sears Roebuck & Co. or Montgomery Ward 
& Co., of Chicago. Another trip of interest is through the 
world’s largest building, the Merchandise Mart. Other trips of 
inspection will be made through Chicago’s retail stores. 

Plus an exceptionally interesting and educational program, 
the attendants will have the pleasure of an annual meeting with 
a host of friends and America’s most outstanding display exec- 
utives. The exchange of ideas offered on such an occasion is 
one that cannot come again for another year. The success or 
failure of many of your key promotional events can depend 
upon this meeting. J. H. Richter of The Fair, who is director 
of this Thirty-fifth Annual Convention and Exposition, invites 
all of those interested in successful merchandising to attend 
this meeting. 

BRING THE FAMILY 

There will be ample events of special interest to the ladies. 
Mrs. J. H. Richter has planned interesting parties and visits 
to many places of unusual interest. The ladies will not need 
to worry about the spending of lonely hours while their hus- 
bands are in attendance of convention meetings. 

REDUCED FARES 

Reduced fares will be in effect. You will buy your ticket 
for full fare to Chicago. At the time of purchase, tell your 
ticket agent you are attending the I. A. D. M. Convention. He 
will issue you a certificate or receipt which will be validated 
in Chicago and will entitle you to the purchase of a return 
ticket for one-half fare. 

Your trip to this convention can combine business and 
pleasure. There is no finer place in all America to enjoy a few 
days of real pleasure and relaxation. This can come before or 
after the convention. 

Hotel reservations should be made immediately by address- 
ing James W. Foley, executive secretary of the I. A. D. M., 
care of Sherman Hotel, who will make certain that your reser- 
vation is promptly taken care of. 





L. W. FRYMAN WITH 
MEARICK-AMES 

L. W. Fryman, who for nine years was identified with the 
display work of The Rike-Kumler Company, Dayton, Ohio, 
four and one-half years of which he was assistant display man- 
ager, has recently severed that connection to become display 
manager of Mearick-Ames, Inc., of Dayton. In his new posi- 
tion he will handle window, interior and exterior displays—any- 
thing that has to do with merchandise display. 





JENTER EXHIBITS IN 
NEW OFFICES 

On April 16, 1932, the executive offices of Jenter Exhibits, 
Inc., designers and builders of all types of displays and 
exhibits, will be located at 511 Fifth Avenue, New York City. 
Their increasing business necessitated this move to larger 
quarters and a more central location. 





HENRY A. McKAY APPOINTED 
DAVIS DISPLAY HEAD 

The Davis Company, Chicago, have just announced that 
Mr. Henry A. McKay has been appointed display manager 
to succeed Mr. A. Bergman. 
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Notes from 1.A.D.M. 


Headquarters 


By JAMES W. FOLEY 
SECRETARY 


Tue I. A. D. M. Convention Director, J. H. Richter, and 
his committees, have accomplished much during the past month 
and one of the best programs in I. A. D. M. history will be 
presented to the attending delegates during the annual meeting 
scheduled for Hotel Sherman, Chicago, June 6, 7, 8 and 9. 
The following schedule of events has been prepared by Edu- 
cational Director, Howard C. Oehler, and will impress pros- 
pective attendants immediately. A few slight changes may be 
necessary, but in the main this program will be presented : 

Sunday, June 5—10 a. m. to 4 p. m., registration. 

Monday, June 6—12:15 noon, luncheon; 1 p. m., invocation: 
1:15, address of welcome by Mayor of Chicago; 1:30, response 
by Charles W. Morton, Weinstock-Lubin Co., Sacramento, 
Calif.; 1:40, secretary’s report; 1:50, N. R. D. G. A. greetings, 
Channing E. Sweitzer, Executive Director, National Retail 
Dry Goods Association, New York; 2:10, address, “Where 
and When the Display Plan Begins and Ends,” Frank W. 
Spaeth, Manager, Sales Promotion Division, N. R. D. G. A., 
New York; 2:40, address, “Properly Directed Showmanship 
and its Potentialities,’ J. H. Richter, Display Manager, The 
Fair, Chicago, and 1932 I. A. D. M. Convention Director. 

Tuesday A. M.—9:00, “Practical Aspects of Display Psy- 
chology—What Causes People to Look, Act and Buy?” Dr. 
Geo. W. Crane, Department of Psychology, Northwestern Uni- 
versity, Evanston, Ill.; 10:00, ‘“Mass-Selling of Fashions— 
Fashion Displays that Sell the Sales People, the Store, the 
Goods” (Representative of Standard Store Service or Amos 
Parrish Co.) ; 11:00, ‘Knowing You Know Your Job,” Edwin 
Raisbeck, Personne! Expert, Thorndike, Deland & Associates, 
New York; 11:35, “If I Were Display Manager,” J. R. Ozanne, 
Vice President, Continental Marketing Corporation, Chicago, 
Illinois. 

Tuesday, P. M.—2:00, “What Displaymen Should Know 
About Store Arrangement” (Qualified Speaker from Taussig 
and Flesch or Grand Rapids Store Equipment Corporation) ; 
2:30, “Display’s Obligation to the Public,” Flint Grinnel, Man- 
ager Chicago B. B. B.; 3:00, “The Place of Interior Display 
in the Sales Plan—Educating Department Managers and Sales 
People,” Wm. Scharninghausen, Display Director, Bon Marche, 
Seattle, Wash. ; 3:30, “Display’s Response to Diminishing Buy- 
ing Power,’ Homer S. Buckley, President, Buckley, Dement & 
Co, Chicago, Ill.; 4:00, question box; 4:30, nomination of 1933 
officers; 5:00, announcements; 5:05, inspection of Display 
Equipment Exposition ; 6:00, adjourn; 8:00, inspection of NBC 
Studios in Merchandise Mart (secure passes at registration 
desk before 3:30 p. m.). 

Wednesday, A. M.—9:00, “Twenty-five Display Promotions 
that Sold Merchandise.” Twenty-five leading display execu- 
tives participating, including the following: Carl H. Shank, 
Stix, Baer & Fuller Co., St. Louis, Mo.; E. Dudley Pierce, 
Sibley, Lindsay & Curr Co., Rochester, N. Y.; Wm. Campbell, 
Carson, Pirie Scott & Co., Chicago, Ill.; Hugh Carter, The 
John Gerber Co., Memphis, Tenn.; E. H. Bates, The Boston 
Store, Milwaukee, Wis.; L. J. Janes, Sears, Roebuck & Co., 
Chicago, Ill.; Chas. W. Morton, Weinstock, Lubin Co., Inc., 
Sacramento, Calif.; E. E. O’Donnell, Sisson Bros & Weldon 
Co., Binghamton, N. Y.; A. H. Kagey, Mandel Bros., Chicago, 
Ill.; J. H. Everetts, M. L. Parker Co., Davenport, Iowa; M. 
H. Luber, The Killian Co., Cedar Rapids, Iowa; C. V. 
Haecker, Montgomery, Ward & Co., Chicago, Ill.; Wm. Schar- 
ninghausen, Bon Marche, Seattle, Wash.; H. H. Wilkins, Kerr, 
D. G. Co., Oklahoma City, Okla. 12:30, Adjourn for lunch. 

Wednesday, P. M.—2:00, “Increasing Personal Effective- 
ness,” J. P. Currie, Director of Personnel, Wieboldt Stores, 
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INITIATIVE, IMAGINATION AND 
MAHARAM DISPLAY FABRICS... 


... will bring you the awards of increased 
business, attracted by cleverly assembled 
windows. Maharam Display Fabrics con- 
tribute rich effectivenes. 


Plan ahead ... Send for SAMPLES. 















TEXTILE CO.,Inc. 
107 WEST 48™ STREET. NEW YORK | 


BOSTON-CHICAGO -DETROIT-ST. LOUIS-LOS ANGELE 














-NEW---DIFFERENT---PRACTICAL AND ORIGINAL 


MAKE YOUR OWN 


BRISCHOGRAPH FOR $10.00 


AND SAVE FIFTEEN DOLLARS... 

Set of two, new scientifically correct lenses completely mounted 

in metal tube and a tube housing with flange and bolts and 
| nuts ready to fasten to your home made lamp house. These 
| four inch lens will enlarge 49 square inches or 7x7 inches of 
picture at one time. Will enlarge to life size within ten 
feet. CAN YOU BEAT THAT? Will enlarge same larger 
than you will ever care to copy. You simply make a box 
about 6x10x12, two sockets, cord and plug and you will have 
as fine a projector you will ever care to own. We now have 
transpose mirror for lens unit above at $2.00. Mirror, 4x6, is 
metal mounted and slips over lens barrel. 
Two, four inch lenses completely mounted in metal tube, etc., 
with instructions and suggestions, for $10, cash or money 
order. If you send cash, have your letter registered at P. O. 
Transpose Mirror, $2.00. All deliveries prepaid and sent fol- 
lowing day. Money back within ten days just as quick. 

92 E. Lakeview Ave. 

The Brischograph COLUMBUS, OHIO 
NOW IN ITS FIFTH YEAR 





FELT 


UNEXCELLED FOR EVERY DISPLAY USE 


. . . Background Coverings, Floor Coverings, En- 
semble Panels, Poster Panels, Cutout Letters and 
Applique Effects. 

Over 90 colors carried in stock—edges do not fray— 
can be furnished in cut lengths. 











WESTERN FELT WORKS 


Established 1899 


Main Office and Mill: 4131 Ogden Avenue, Chicago, Illinois 
Eastern Office and Warehouse: 42-44 East 20th St., New York 


Stocks carried at: 713 South Los Angeles St., Los Angeles, Cal.; 
1239 Howard St., San Francsico, Cal.; 1110 Post St., Seattle, Wash. 


Branches: Detroit, Cleveland, St. Louis, San Francisco, Denver 











SIEGEL Mannequins 


Now you can get the superb Siégel Mannequins in 
America at no higher cost than ordinary displays. 
Write for descriptive literature or telephone Pennsyl- 
vania 6-9494. 


Siégel Mannequins, Inc., 501 7th Ave., New York 


TURNTABLE 


Stops every quarter turn to allow a closer view of the dis- 
played merchandise. Write for literature on this and other 
mechanical displays. 


GENERAL DISPLAY WORKS 


145 West 24th St. Tel. Chelsea 3-1545 New York, N. Y. 

















PLEASE MENTION DISPLAY WORLD 
WHEN WRITING ADVERTISERS 








°*Nat-Mat’’ 
WILL BE THERE? 


. Nat: Where? 


. Mat: The I. A. D. M. Convention, Sherman 
Hotel, Chicago, June 6, 7, 8 and 9. 


. Nat: Where shall I meet you? 
. Mat: Of course, at our “NAT-MAT” both No. 10. 


“NAT-MAT;” Look for u3, the “Nat-Mat” twins. 
We'll be at booth No. 10 to welcome you! 


National Card, Mat & Board Co. 


Manufacturers 
4318-36 CARROLL AVE. 


rO Po 


CHICAGO, ILL. 
























Decorative Glass Val- 
ances put life and snap 
in this modern show win- 
dow on State Street, Chi- 
cago. Note how it also 
beautifies and increases 
the efficiency of lighting 
arrangement. 

Why not send for our 
free illustrations today. 


RAWSON & EVANS 
COMPANY 


700 Washington Blvd. 
hicago 




















The F'ountain Air Brush 


The World’s Standard Air Brush for Over 40 Years 
Greatest Durability for Show Card and Sign Writers. 


Illustration 3/5 actual size. 













When properly repaired Thayer & 
Chandler Airbrushes are the equal of a 
new Brush—Easy to handle and keep 
in order. 


Thayer & Chandler 


NEW ADDRESS: 910 West Van Buren St. Chicago 


























WINDOW TRIMMING---ADVERTISING 
SHOW-CARD WRITING 


Not a “Correspondence” or home study course. 
Practical, Individual Instruction 


Write for Information 


SMEBY SCHOOL, INC. Minneapolis, Minn. 
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WORLD 


Inc., Chicago, Ill.; “News and Views of The World’s Fair 
Exposition, 1933,” illustrated lecture; 4:00, question box; 4:30, 
election of 1933 officers; 5:00, adjourn; 7:00, annual banquet, 
Bal Tabarin. 

Thursday morning and afternoon—Inspection of Display 
Equipment Exposition: (1) Trip through Administration 
Building, Chicago World’s Fair, and inspection of building, 
models, lighting effects, etc. (The Educational Committee 
urges that you see this most interesting exhibit.) (2) Trip 
through the National Display divisions of either Sears Roebuck 
& Co., or Montgomery, Ward & Co. (3) Trip through NBC 
Studios in the Merchandise Mart, the largest building in the 
world. (4) Inspection of Chicago's retail stores. Note: Please 
arrange at Registration Desk for trips 1, 2 and 3. 

Attention is again called to the I. A. D. M. regulation pro- 
viding that in order to qualify for entry in the Annual Photo 
Contest, dues must be paid to date of contest judging. Many 
entries have already been received and those planning to submit 
photographs are advised to send them promptly either to J. W. 
Foley, I. A. D. M. Secretary, 223 West Jackson Boulevard, 
Chicago, or to the I. A. D. M. Contest Chairman, Paul L. 
Wertz, care Sherman Hotel, Chicago. 

Be sure to ask for Convention Certificate when purchasing 
railroad ticket to Chicago. Upon arriving at the convention, 
present the certificate to the I. A. D. M. Secretary at the regis- 
tration desk. Validation will take place on the last three days 
of the meeting. 

There is every indication that this year’s attendance will be 
in keeping with the importance of the event and already scores 
of letters have been received from display leaders advising of 
their intention to participate in the convention. Such outstand- 
ing leaders as Charles W. Morton, Clement Kieffer, Jr., Wil- 
liam Scharninghausen, Carl Shank, John R. Patton, E. Dudley 
Pierce, C. O. Crites, L. L. Wilkins and many others will be 
on hand. 

All exhibits will be confined to the General Exposition Hall 
on the mezzanine flcor and adjoining the convention hall. Those 
manufacturers and jobbers who have not already reserved 
space are urged to do so at the earliest possible date. A num- 
ber of choice locations are still available. 





CHICAGO DISPLAY CLUB 
ELECTS NEW OFFICERS 

First on the program of the Chicago Club meeting held 
Monday night, May 2, was the election of officers for the en- 
suing twelve-month period. The officers for the preceding 
twelve-month period, namely, Jack Richter, The Fair, presi- 
dent; Howard Oehler, Wiebolt’s, vice president; Merrill Long, 
Montgomery Ward’s, secretary and treasurer, in spite of nu- 
merous requests from club members, withdrew as _ possible 
nominees with the statement that other members should be 
given the benefit of the experience to be gained through con- 
ducting the club’s affairs. The officers elected were A. J. Strom- 
berg, Wieboldt’s, president; Paul L. Wertz, The Fair, vice 
president; A. J. Holterman, Montgomery Ward’s,, secretary 
and treasurer. 

Following brief talks by the three newly elected officers, 
E. M. McCartney discussed the right and wrong of window 
display as viewed through his many years of experience, first as 
a displayman and in more recent years as a designer of window 
backgrounds. 

The Chicago Club meeting was preceded by a get-together 
of the chairmen of the various I. A. D. M. Convention Com- 
mittees, at which Mr. Foley, I. A. D. M. Secretary, reported 
on the amount of exhibit space sold for the coming conven- 
tion and quoted correspondence received from J. A. D. M. 
members throughout the country to the effect that they would 
be on hand at convention time. Both the report on space sold 
and the commitments for convention attendance proved highly 
gratifying and insures that the convention will be a success. 





PITTSBURGH REFLECTOR IN 
NEW OFFICES 

On and after May 1, 1932, the executive offices of the 
Pittsburgh Reflector Company, formely 304 Ross Street, will 
be located at 403-411 Oliver Building, Pittsburgh, Pa. 
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IN SEATTLE IT’S THE P.C. D. M.A. 
CONVENTION IN SEPTEMBER 

In speaking of the activities of the P. C. D. M. A. and, 
particularly, the Seattle Displaymen’s Club, Mr. T. Elerick, 
secretary treasurer, display manager, Calhoun Hat Shop, Van- 
couver, B. C., lauds the splendid cooperation of Seattle’s dis- 
playmen in attending meetings and lending their support to 
club activities. “Bill” Sharninghausen, president of the P. C. 
D. M. A. and display director of The Bon Marche, Seattle, 
who, incidently, is a very conscientious worker in club affairs, 
was the principal speaker at the last meeting. His talk was 
confined to “Balance” in the display. He covered all phases 
of this important display fundamental and proved conclusively 
that without balance the composition of the window, so far as 
good display technique is concerned, is ruined. 

Eric Ostrom, president, Seattle Display Men’s Club and 
display director of Klopfenstein’s, Inc., gave a very interesting 
talk on club work. W. E. Day, vice president, display staff, 
Rhodes Department Store, addressed the club on “Cooperation.” 
Stanley Thompson, Nordstroms, Inc., directed his talk to new 
club members. Ralph Fister, formerly display director, Mc- 
Dougall & Southwick, and now in business for himself— 
though still taking a very active part in club affairs—always 
has some interesting point to make regarding display work. 
Allen Dean, display director, McDougall & Southwick, is tak- 
ing a very active part in club work. 

A number of interesting entertainment features surprised 
the members at the last meeting. Miss Strom—Seattle’s own 
Janet Gaynor—delighted the members with a charming dance. 
She was accompanied at the piano by none other than Fred 
Portman, display director, Turrell Shoe Co. Mr. Stark, of 
the McDougall & Southwick display staff, entertained with his 
guitar. 

Convention dates have been changed to September 6-7, be- 
cause of the cheaper railroad rates at that time. Needless to 
mention, Seattle’s display directors are working on their fall 
opening displays and, if one can judge by sketches, visiting dis- 
playmen are going to see some beautiful windows. Mr. Schar- 
ninghausen, on his trip East, will contact many displaymen and 
will obtain window photographs to be exhibited at the Seattle 
convention. May we suggest—as it will be impossible for 
“Bill” to see everyone—that displaymen interested in exhibiting 
window photographs at the Seattle convention contact W. E. 
Day, Rhodes Department Store, Seattle, Washington. Should 
information be wanted regarding the convention, write S. P. 
Thompson, 1422 Second Avenue, Seattle, Wash. 





DID YOU EVER BUILD 
A BACKGROUND? 

It seems rather foolish to ask a progressive displayman, 
“Have you ever built a background?” but it is surprising 
how few displaymen are really capable of designing, building 
and finishing window backgrounds of even the most simple 
nature—to say nothing of the more complicated designs. 
Therefore, when the Adler-Jones Co., 651 South Wells St., 
Chicago, Ill., decided to introduce an innovation in display 
background design and construction methods for modern win- 
dow merchandising, the steps they took in preparing their 
first bulletin are not surprising. 

Their first step was to contact the fabric field and gather 
together fabrics of every conceivable nature that could be 
introduced in background work. Next, they contacted the 
decorative moulding industries and assembled practical 
moulding designs for use with their fabrics. Third, they 
secured the services of window artists and developed a series 
of beautiful (and yet, amazingly simple in design and con- 
struction) background sketches utilizing fabrics and mould- 
ings in background work. The backgrounds illustrate the 
newest trends in fabric covered settings, all of which may 
be adapted to any window. 

Either or both of the bulletins (the one illustrating the 
fabric line or the one illustrating the background sketches) 
may be secured by writing the Adler-Jones Co.—and whether 
you are an experienced background designer or a novice, 
the ideas contained in both bulletins will be worth much 
more to you than the time and effort extended in writing 
for them. 
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‘ould expect 


this salesman to 





The display card is the mouthpiece of the 
Show Window, your first salesman to 
greet the public. 


Do your display cards deliver a convinc- 
ing message in a pleasing manner that 
helps build good will for your store? 


Crescent Brand Boards are purposely de- 
signed to help sell merchandise in a pleas- 
ing manner. 


The ease with which they are printed or 
hand lettered makes them 
the choice of the country’s 
foremost artists and adver- 
tisers. 


SEND FOR SAMPLES 





CHICAGO CARDBOARD COMPANY 
666 Washington Blvd., Chicago 














Sign your 


oka Kenny” 


on this 
SIZEABLE COUPON 
and get your copy of 


Daily’s 1932 Catalog of 


“PERFECT STROKE” 
BRUSHES & SUPPLIES 


World’s largest catalog of 
supplies for card writers, dis- 
playmen and sign painters. 


Bert L. Daily, Inc. 
126 E. 3rd St., Dayton, O. 





Without obligation, please send : 
me your 1932 Catalog of “Perfect Stroke” Brushes } 
and Supplies. : 


Name....... 


Street.... 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


Adv. Travel Message Signs 


Reliance Specialties Mfg. Co., Inc., 570 Lexing- 
ton Ave., New York City. 


AIR BRUSHES 


Thayer & Chandler, 910 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR COMPRESSOR UNITS 
The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago Ill. 


AIR BRUSH COLORS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, III. 


ARTIFICIAL.FLOWERS 
7 Adler-Jones Co., 651 S. Wells St., Chicago, 
Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


ARTIFICIAL PLANTS 


Chelsea Botanical Products Co., 107 W. Twenty- 
Seventh St., New York City. 


BACKGROUND COVERINGS 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 


BACKGROUND PANELS 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, IIl. 


BACKGROUND SETTINGS 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 
= Adler-Jones Co., 651 S. Wells St., Chicago, 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, IIl. 


BACKGROUND SCREENS 


Modern Art Studios. Inc., 4234 Drummond Place, 
Chicago, I11. 


BILLOW-PAK 
Kimberly Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill. 
CARD BOARD 


Chicago Cardbvard Co., 666 Washington Blvd., 
Chicago, Il. 


National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 
CARD HOLDERS 


J. B. Timberlake & Sons, Jackson, Mich. 

Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, T11. 

sd Bros., 19 N. Sheldon St., Chicago, 


CARVED GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, I11. 


CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul. Minn. 


COMPOSITION BOARD 
The Celotex Co., Palmolive Bldg., Chicago, Ill. 
COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


CORRUGATED CREPE PAPER 


Kimberly-Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Lil. 


CREPE PAPER 


Lennison Mtg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 


international Register Co., 13 S. Throop St., 
Cnicago, LI. 


CUTTING MACHINES 


international Register Co., 13 S. Throop St., 


Chicago, Ill. 
CUT-OUTS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 


DISPLAY CARD MACHINE 


Reynolds Printasign Corp., 114 S. Clark St., 
Chicago, Ill. 


DISPLAY COUNSEL 


Window Advertising, Inc., 00 Fourth Ave., New 
York City. 


DISPLAY FIXTURES—METAL 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

The Display Center, 1440 Broadway, New York 
City. 

Hugh Lyons & Co., Lansing, Mich. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 

J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

The Display Center, 1440 Broadway, New York 
Ci 


ity. 

Hugh Lyons & Co., Lansing, Mich. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 

Display Fixtures—Wrought Iron 

ba Display Center, 1440 Broadway, New York 
ity. 


DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 

Shoe Form Co., Inc., Aurelius Ave., Auburn, 


me. Ts 
Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY NOVELTIES 
™~ Adler-Jones Co., 651 S. Wells St., Chicago. 
Ill. 
Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


DOLL-STANDS—METAL 


Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, II. 


FABRICS FOR DISPLAY 


Hyv-Sil Mfg. Co., Revere, Mass. 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St.. New York City. 

Mendelsohn Fabrics Co., 1658 Broadway, New 
York City. 

M:rac:e FKab-zics Co., 113 W. Forty-eighth St. 
New York City. 

J. R. Palmenberg’s Sons, Inc., 89 W. Third 
St., New York City. 


FELT FOR DISPLAY 


Western Felt Works, 4029 Ogden Ave., Chicago; 
42 E. Twentieth St., New York City. 


FIXTURES-MOULDED 
oe Bros., 19 N. Sheldon St., Chicago, 


FLOOD LIGHTS 


The Frink Corp., 369 Lexington Ave., New York 


City. 
FORMICA 


The Formica Insulation Co., 4662 Spring Grove 
Ave., Cincinnati, Ohio. 


FURNITURE—SHOW WINDOW 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


GARMENT RACKS 


J. B. Timberlake & Sons, Jackson, Mich. 
Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


GELATINE SHEETS 


Rosco Laboratories, 367 Hudson Ave., Brooklyn, 


Ender Mfe. Co., 217 Grand St., New York City. 
HOSIERY DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
mn. YM; 


INTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


LETTERING BRUSHES 


me © Daily, Inc., 126 E. Third St., Dayton, 
hio. 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


MANNEQUINS 


Nonpareil Co., 448 Fourth Ave., New York City. 
}. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blv4d., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


MECHANICAL DISPLAYS 


Character Display Co., 3249 N. Herndon St., 

Chicago, Ill. 

Displays Animated Co., P. O. Box 374, Glen- 
dale, Calif. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. Twenty-fourth 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 

Metropolitan Display Fixture Clearing House, 
Inc., 127 W. Twenty-fourth St.,;,New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 

United Display Service, 440 So. Dearborn St., 
Chicago, Ill. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 


Writing to Any of There Concerns) 
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Complete Trade Directory of Window Display and Store Equipment, Decoratives, Accessories and Specialties 





MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. 24th St., New 
York City. 


NORTH RIDGE PINES 


North Ridge Brush Co., Inc., Freeport, 111. 


PAPIER MACHE Decorations 


Armstrong Scenic Studios, 327 W. Forty-third 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
Seventh St., New York City. 


PLUSHES 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 


POSTERS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves.,’ Long Island City, N. Y. 


PLYWOOD 


Douglas Fir Plywood Mfrs., Skinner Bidg., 
Seattle, Wash. 


PRICE TICKETS 


Display Price Corp., 570 Lexington Ave., New 
York City. 


PROJECTORS—ENLARGING 


or Co., 92 E. Lakeview, Columbus 
0. 


REFLECTORS—SHOW CASE 
The Frink Corp., 369 Lexington Ave., New 
York City. 
REFLECTORS—WINDOW 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 309 Lexington Ave., New 
York City. 


SCHOOLS—CARD WRITING 


The Koester School, 314 S. Franklin St., Chi- 
cago, [)l. 


Schools—Window Decorating 
The Koester School, 314 S. Franklin St., Chi- 


cago, 
SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
Wi... ¥e 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, Il. 

The Celotex Co., Palmolive Bldg., Chicago, Ill. 


SHOW CARD COLORS 
Bert L. Daily, Inc., 126 E. Third St., Dayton, 
Ohio. 
Show Card Printing Outfits 


National Sign Stencil Co., Inc., 1602 University 
Ave., St. Paul, Minn. 


SHOW CARD SUPPLIES 
— > Daily, Inc., 126 E. Third St.. Dayton, 
0 


The Wold Air Brush Mfg. Co., 2173 N. Calt- 
fornia Ave., Chicago, IIl. 
Show Case and Counter Reflectors 


Reflector-Hardware Corp., Western at Twenty- 
second, Chicago, Ill. 


SIGNS—GLASS 
Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


Silk Screen Process Supplies 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, III. 
SLEEVE FORMS 


Goodman Flexible Sleeve Form Co., 217 W. 
125th St., New York City. 


SPOT LIGHTS 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


TINSELS (GLASS) 
Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 
TURN TABLES 


General Display Works, 145 W. Twenty-fourth 
St., New York City. 


VALANCES 


Acme Drapery Co., 117 W. Thirty-third St., 
New York City. 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

Rawson & Evans Co., 710 Washington Blivd., 
Chicago, Ill. 


VELOURS 


Miracle Fabrics Co., 113 W. Forty-eighth St., 
New York City. 
VELVET-COVERED JEWELRY 


DISPLAY FIXTURES 
Art Jewelry Case Corp., 29 W. 15th St., New 
York City. 
WALL BOARD 
The Celotex Co., Palmolive Bldg., Chicago, Ill. 


WAX FIGURES 


Display Clearing Corp., 16 W. Thirtieth St., 
New York City. 
Mileo, 44 E. Eighth St., New York City. 


Window Display Installations 


Window Advertising, Inc., 300 Fourth Ave., 
New York City. 











Securing Dealer Cooperation 
(Continued from page 24) 


increase your sales why not take advantage of the 
displays he offers. Installation concerns handle display installa- 
tions for most every national! advertiser. Every ten days they 
can give you new displays displays that will change 
your windows from ‘eye-sores’ into ‘eye-magnets.’ The in- 
stallation organization has trained men whose special busi- 
ness is to make your windows look more attractive—at no 
cost to you. Thousands of customers pass your windows every 
day. Give them displays worth seeing. Let your windows 
be so attractive that your customers will subconscicusly look 
forward to glancing in as they pass by. Good windows sell 
potential customers.” 





“What you say sounds great. The trouble, however, is, the 
national advertiser trys to ‘hog’ the whole show for himself. 
The window tells the story of his product without mention of 
what we, the druggist, can give the public.” 

“On the surface that may seem true, but it isn’t. The im- 
portant thing is to inform the public that you sell nationally 
advertised merchandise, and that your store is clean and at- 
tractive. Your customers will take it for granted that your 
other services are on a par with the atmosphere the windows 
reflect. Then, when they are attracted into your store and see 
toothbrushes, tonics and other goods nicely displayed inside the 
store, additional purchases will be made or the impression 
that you can supply their needs will be created and they will 
come back. The principal thing is to get the people into your 
store—then, to show them how ready you are to be of service. 








e Opportunity Exchange e 











WANTED— 


RATORS. 


For modern Southern, Men’s and 
Boy’s store must be experienced, 


FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
of heavy  fleece-lined 
. Jersey cloth, 60c pr., $3.25 half doz., $5.25 
DISPLAY MANAGER doz., postpaid. An elastic tape band is 
Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 


Made 


sewed in the top. 


SALESMEN—Increase your income 
with our novelties, accessories and 
new spring line of Display Fixtures 
sold at lowest factory prices. 
Adress Box A. D., 
Care DISPLAY WORLD 








capable making artistic trims for 








large front and interior; must also 
be good card writer and know some- 
thing about advertising; state expe- 
rience, when available, married or 
single, age, salary desired and refer- 
ence. Address DISPLAYMAN, P. O. 
Box 1608, Houston, Tex. 


with ten years’ 











POSITION WANTED 
Advertising, display 
progressive department 
store experience desires new connection 
with high-class department or exclusive 
women’s wear store in Southern or West- 
ern States. Reliable reference. Box M.L. 
Care DISPLAY WORLD. 


Make This Your 
WANT AD MEDIUM 
$1.50 per Single Column Inch 
Cash with Order 
Forms for May Issue Close 
Wednesday, May 11 


and card writer 
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WORLD 


They'll return long after any particular display has been re- 
moved from your window and replaced by another well- 
known product. 

“Window displays furnished by an advertiser and installed 
by an installation organization aren’t miracle workers, but 
they give the druggists a much better chance of attracting 
customers into their stores and insuring the return of the 
people attracted. What more can be wanted? Again, it is 
splendid merchandising to tie-up windows with displays of 
nationally advertised products. Harking back to the 
chain stores’ general merchandise displays, most chains have 
their own brands, and their windows are tie-ups with their 
own merchandise. 

“Most druggists do not advertise. This being the case, 
isn’t it wise to share in the pulling power of the millions spent 
by national advertisers on every form of advertising’ Cer- 
tainly it is. That is just what the window display does. It 
sells merchandise because the people have been half-sold on a 
particular product through newspaper, magazine and radio 
advertising. They may have been wanting to buy a par- 
ticular product for a long time, but it has slipped their minds. 
; Your window displays will act as reminders and prompt 
them to stop in and buy the product they have been meaning 
to buy for weeks. A window display merchandises the merits 
of a product. 

“Window display advertising was really created for the 
druggist. If the druggist doesn’t take advantage of the oppor- 
tunity, frankly, the druggist doesn’t deserve to stay in busi- 
ness. . . . Well, what do you say?” 

“All right, I'll try it.” 

To make a long story short, the druggist has never been 
sorry. Everything has been as represented. The displays 
furnished by the national advertiser and installed by reputable 
installaticn organizations have given the druggist attractively 
merchandised windows—windows reflecting a modern atmos- 
phere; a peppy, cheerful store front; a tie-up with national 
advertisers’ advertising, and increased sales and good-will. In 
return, the druggist has given the deserving installation or- 
ganization and the manufacturer dealer-cooperation. 

Every day, in a hundred different ways, the progressive 
installation organizations are showing the dealer that they are 
eager to satisfy him. The dealer knows that he can offer 
suggestions regarding the installation organization’s service. 
He is contacted at least once a week. And, because every 
decorator covers certain territory and knows the druggists in 
his territory intimately, the druggists look upon him as their 
friend. 

The manufacturer isn’t sorry, either. In the final analysis, 
the volume of sales enjoyed by the national advertiser is rep- 
resented, to a great degree, by the volume of sales made by 
the neighborhood store; and anything that the national adver- 
tiser or manufacturer can do to increase the neighborhood 
stores’ sales but means an increase in his own net profit. 

Successful, recognized installation organizations promise 
dealer-ccoperation, secure dealer-cooperation and give dealer- 
ccoperation. It has meant years of hard work, but it has been 
worth it. (Note: Drug stores were used in this article to 
simplify the facts given. The same situation holds true with 
food, confectionery and cigar stores in the Philadelphia area.) 





G. A. SMITH STUDIOS, INC., 
IN NEW HOME 

The G. A. Smith Studios, Inc., a nationally known dis- 
play and exhibit organization, formerly of 250 West 54th St., 
New York City, are now located at 535 Canal Street. This 
organization, in their new home—with more than _ thirty 
years of display and advertising experience—will be better 
equipped than ever to execute displays and exhibits for re- 
tailers and national advertisers. 

Mr. Steel Savage and Richard Ward, two well known 
New York artists, have been added to the consultant staff. 
Both artists have had wide experience in all forms of art 
work as applied to the display advertising medium. And, with 
the addition of these two noted artists—combined with the 
present creative force—the G. A. Smith Studios are ad- 
mirably equipped to design and produce all types of retail 
and national displays and exhibits. 

















YO u The WINDOW 
es DISPLAY 


know about “continental” win- MANUAL 
dow display methods? What 


are you doing to develop a 
keen appreciation of this new 
window display technique? 


ort we MA OULD 


be to develop an appreciation of 
the four set-up fundamentals; the 
importance of balance in fixtures 
and merchandise; the necessity of 
good angular arrangement of deco- 
rative and merchandise effects; the 
value of height, color and contrast. 
These fundamentals are explained in 
The Window Display Manual. 








+5 Per Copy 
Postpaid You should 


Gules You. Cone Weel a copy of this informative book on 
A Combined Text and Reference Book, 20th century window display methods. 


Complete in Text—90,000 Words—More 

Then 450 Illustrations—Attractive, De 

Luxe Cloth Binding—Will Prove Its 
Value on Sight. 














SSeS SSS SS SS SSS SSS SSeS Scharninghausen 
BOOK ORDER BLANK ms Son 

The Display World Publishing Co., DISPLAY |) a es 
Cincinnati, Ohio. LMANUAL | ly interesting and in- 


structive. It has been 
a great help to me in lec- 
turing salespeople on dis- 
play-groups of salespeople 
from the various depart- 
ments are lectured in our 
endeavor to make them 


Gentlemen: Enclosed find money 
earder for $5.00 for one copy of The 
Window DISPLAY MANUAL. by Jack 
T. Chord. Please ship at once to. 


INAMIG cce ceeekay Mame aoe ee wus ie neem more ‘display’ and ‘sales 
minded.’ I have various 
books on display that 

PROSE 55 6 Leakoes aman Neninda ceca eaas help me prepare my ma- 
terial. The Window Dis- 

City Sante play Manual is a valu- 


able addition to my li- 


SPECIAL COMBINATION OFFER— brary. 
By adding $2.00 to the price of the Wm. Scharninghausen, 
book, a total of $7.00, we will include Display Manager, 
subscription to DISPLAY WORLD, The Bon Marche, 
either new, renewal or extention, a Seattle, Wash. 
cash saving of $1.00. 














Mr. Display Manager:— 


When you have to produce More Sales-- 


When the Boss is clamoring for More 
Direct results from Your Windows-- 


When You are at Your Wits end to 
know how to do it-- 


Why not outsmart competition by put- 


ting a real Seven Day a week Sales 
Punch behind Your Merchandise? 


The New Fabric Background Trend Is The Solution 
They Are Neutral---They Are Smart--- 


They have a Sales Power that brings 
the merchandise right out to the 
sidewalk for inspection — They do not 
overshadow your Merchandise, but 
make it overshadow competition. 


lf You Want To Know What We Mean 


Get the New Background Suggestion Layout we have compiled. . . . 
It gives you the designs you can reproduce easily. . . . Also get the 
Folder showing the 28 Newest Fabrics, every one of which is bristling with 
life, waiting for a chance to show what it can do to increase your Sales. 


Both are FREE. 


The Adler-Jones Co. 


649 So. Wells St. 
CHICAGO 














